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We've got the talent for selling! 


lling takes talent. If it’s per color, and dynamic simplicity, they 
elling, it takes the talent of a achieve the impact that means more 
ular salesman. But if it’s ad sales for you 

it takes the talent a And in more than 1300 General 
ind our General Outdoor Ad Outdoor Advertising markets, the 
vertising team is one of the best in kill of other GOA experts assures 
the busine We've got the talent you of top locations, audited circu 

for selling! lation and superior service 
lake our creative specialists: They Let our GOA team translate “see 
can make your selling message re power’ into sales power for you. Call 
membered, make it sell' By blend your local GOA office or write to us 


ing massive silhouette, compelling in Chicago 


General Outdoor Adyertising Co. 


515 South Loomis Street, Chicago, Iilinois 


Famous American Artists Portray “Togetherness” 


fainting by R. Levering 


Buying A New Suit 


She knows more about fabric values than he does—and she’s very much aware of how 
important it is for him to dress well. Besides —she and the kids want him to be the hand- 
somest man on the block! Again, Togetherness inspires the buying decision. 
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A lot of people who like shrimp 


buy the big, showy ones, and then 
complain because they sometimes ' { | } ' | 
may be a little short in tenderness 


and taste. But some shrimp-fanciers A GOOD YEAR AHEAD 


discovered long ago that the small Retail sales in 1957 are expected to rise 5.3% above 1956's 
a lo enc _ , : . . , 
canned variety had a lot of tender dollar volume. That’s the consensus of the Future Sales Ratings 


ness and flavor. A Louisiana shrimp Board, composed of some 300 economists, statisticians and mar- 


packer planned to can a select keting executives representing a cross-section of industry. Read 
small shrimp for fussy people, and what Peter B. B. Andrews has to say about the sales prospects of 


put up enough of the new item for your industry and the industries to which you sell in the 12 


Burgoyne panel tests in Wichita, months ahead. 
Toledo and Tacoma, There was no 
outsize rush for the shrimp fisher 


man's product, but prospects look NOT AFRAID TO BE RIGHT 


worth while for expansion of the The sales chief who coined the truism, “It is much more im- 


narket portant for a business to own a market than a mill,” explains 
how to make a market YOUR market. David Austin’s cre 
dentials: head of sales for U. S. Steel, which accounts for about 


40% of industry sales. 
An ingenious operator in the food 


specialty market put together the 

makings for a tasty-home-prepared SALESMAN WITH A FAN CLUB 

soft drink—in almost a_ baker's I’x-bandleader and singer Vaughn Monroe is now a full-time 
dozen flavors--which looked like a sales ambassador for RCA. His job is an ambitious one, which 
natural for the kid market. All th requires him to spread smiles, song and the name of RCA as 


concentrate needed was the addition he travels from clambakes to concerts to conventions. 
f sugar and water, and the small 
ven freeze it in the re 
Packed “FATHER OF HALITOSIS" TELL ALL 
it needed next ... well, nearly all, declares Gene Whitmore, who knew Gerard 
orage space and took only Lambert of Listerine fame when he was shocking elderly busi 
minutes to prepare Bur nessmen with his ideas successful) about mass advertising. 
vanel-tested the flavors in How many sales chiefs today would offer to resign if their sales 
Phoenix and Cedar ad ideas did not produce a net profit matching each $1 invested 
id a right brisk market n promotion ? 
vaiting. If you're plan 


new line of fried 


iched platypus Cees, But 
1 handy man to know 
Lhree shots will bring him *e Audit Associated Nationa! Magazine 
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TOUGH ADVICE TO TAKE 


When your management problem is how to outthink discount 
houses you're in the mood to offer dealers tough advice on how 
to handle the discount shopper. “Let ’em walk out!’ advises 
Beseler because if they buy a Beseler projector cheaper trom 
another dealer, the selling dealer must divvy up his profit 


or lose his franchise. 


HOW TO TRAIN 7,500 SALESMEN 
In less than two years the nation’s newspapers have run 
many space salesmen through a unique and comprehensive 1 
week course sponsored by the Newspaper Advertising Executives 
\ssociation. It’s the greatest thing that ever happened to news 


papers, say publishers. 


NEW IN THIS ISSUE 


Corporations are as interesting as people. ‘They frequently 
change their personalities, their goals, their outlooks—and with 
every change the sales executive must adjust, modity or expand 
his marketing Strategy to fit the new developments ind carry 
out the new policies. “Corporate Close-up” is a new editorial 
teature in which we take an inside peek at a different company 


every issue. We think you'll find it interesting. 
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sales managers 
— pamper that 
ulcer! 


Put on this 
PREPARED 
SALES 
MEETING 


¢ 


"By-passing Sales Resistance” 


Here's a package guaranteed to pro- 
duce dramatically effective sales 
meetings—at small cost and with a 
minimum of preparation on your part! 
Modern audio-visual techniques drive 
home sales lessons for lasting im- 
pression! Program is fully prepared 
for you including a send-home 
follow-up letter. Here's a fully proved 
method used by leading companies 
the nation over. Effective for any 
type of business, 


ALL THIS FOR JUST 
$22.50! 


COMPLETE TEXT— just follow i? 
step by step. Contains instructions, re 
marks which you may read or impro 
vise upon, questionnaires that reveal 
individual selling weaknesses sales 
problems fo stimulate discussion 
summarized highlights and send-home 
follow-up material 


STRIPFILM—- Dramatic visual pret- 
D entation proves to your men that most 
sales resistance’’ Isn't resistance af 
all—shows them techniques of by-pass 
ing this artificial ‘resistance’ to make 
more sales 


SOUND RECORDING— Narration 
by Harlow Wiicox puts the message 
across clearly, forcefully, convincingly 


ORDER NOW 


Send us your check for $22.50 now (or 
we'll bill you if you prefer) and we'll 
immediately ship your packaged sales 
meeting, “ by-passing Soles Resistance."’ 
We'll also enclose ‘ree information on 
other meetings in the series 


Full satisfaction 
or your money back 


Better Selling Bureau 


6106 Santa Monica Boulevard 
Los Angeles 38, California 


BUY 


NORRISTOWN, PA. qqmmemesene ees 


FIRST for Montgomery County 


Acceptance of ” sled 
Yo Of market) in otill wishful thinking 

finly Montgomery County's No | newspaper The Norristown 
limes Herald guarantees full market 


outl——so why 


erchandisable coverage’, (10-15 


spelling sure defeat 


coverage day in and day 


settle for leas And what's more, vour dealers 


chain store managers, buyers and competitor 


s «la than any other media 


sre buving us 


Groceries For Sale 
Over $50,000,000 per year goes into 
food budget. 
One percent of that would give you 
$500,000 in grocery sales. Most of 


us would consider a good deal less a 


Sales For Sale 

$195,951,000 in retail sales are 
(going higher. Family income 
$1162 above Pa. State average or 
$1504 above U.S, average makes 
this possible. Buy the Norristown, 
Pa. Times Herald first for bigger 
profits at a sales cost that leaves 
un opportunity for prafit, 


Cimes Herald 


NORRISTOWN, PA. 


The Julius Mathews Special Agency 


~ REP 


Battle 
Creek 


the Norristewn family 


great sales success, Good products 


sell well in’ Norristown, Pa. 


National Representative 


ee 


CULL 
COLOR 


The Battle Creek Enquirer and News now becomes 
the third daily newspaper in outstate Michigan 

to offer advertisers the effectiveness of 

Full Color ROP. 


Battle Creek's 1,000 line minimum, daily and 
Sunday, gives greater flexibility in scheduling. 


Make your Full Color reservations now for 
increased advertising results in this 
important mid-Michigan market. 


For FULL Impact Sell The Battle Creek Market with FULL COLOR! 


ENQUIRER anv NEWS 


( Member of Federated Publications 
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More Babies And More Young Women=More Customers 


There will be more babies and more young women in the years to come than ever 
before. Look at the charts below based on recent U.S. Bureau of the Census projections. 
They show that by 1975, the number of children under 5 will increase by 44.3% and 
the number of women 20-24 years of age will increase by 77.3%. By 1975, the total 
number of families will reach approximately 55.8 million. This represents a gain of 


33.1% over 1955. 


More babies and bigger families mean that more baby, home and food products will 
be sold. And the place to sell them (now and in the years to come) is in Modern 
Romances magazine. More and more leading advertisers recognize this fact: during 
1956, Modern Romances carried more than three times as many baby product accounts 


as it did in 1951! 


The reason, of course, is that Modern Romances really sells. The young women who 
read Modern Romances need more and buy more because of their growing households. 
That’s why Modern Romances is a top market for baby, home and food products. 
Let Modern Romances sell your product to the constantly growing young family market. 
You'll sell more. 


NUMBER OF CHILDREN UNDER 5 IN U.S. 


19,108,000 


443% 


INCREASE 


11.3% 


INCREASE 


Source: The U. $. Bureau of the Census 


MODERN ROMANCES 


America’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC. + 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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WORLDS 
MOST FAMOUS 


any CKAGING 


The Seal with the Matchless 
Sales Power of the 
REYNOLDS WRAP Name 


REYNOLDS 


SALES MANAGEMENT 


QUALITY 
PROTECTED WITH \ \ 


ALUMINUM 
PACKAGING 


' 


FULL-COLOR IMPRESSIONS IN NATIONAL MAGAZINES...SIGHT-AND-SOUND IMPRESSIONS 
WEEKLY ON NETWORK TV...SHOPPER-STOPPER IMPRESSIONS IN DRAMATIC IN-STORE DISPLAYS... 
all these have been part of the year-round promotion behind the Reynolds Wrap 
Aluminum Packaging Seal. But beyond these, the very success of the Seal adds more billions 
of impressions...right on the packages themselves! The estimated total through 1956 

is 11 billion! That’s why 7 out of 10 women* know the Seal. And because the Seal means 
protected quality, most of these women“ prefer products that carry it. This preference is 

ready-made Sales Power. To put it to work for you, call the nearest Reynolds sales office (all 


principal cities). Or write to Reynolds Metals Company, General Sales Office, Louisville 1, Ky. 


*according to a nation-wide 44-city survey by a) 
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Actually in action 


lowering the retractable top on the new Ford hardtop convertible. 
You can tell your product story in color and in motion to 50 million people 


The entire audience is yours—all yours— 
for 40—60—80- glorious seconds! 


Today 


of a nationwide total of 


12,000 movie theaters out 
14,700 ac 


screen advertising. 


Virtually all of the 4,384 drive 
ins accept screen advertising 


cept theater 


Do you know how many people 
saw advertising on the screens of 
these theaters and drive-ins during 
i. sample week last summer? 


Over 56 million! Roughly 50 mil- 


hon of them were adult 


The J. Walter Thompson Com 
pany has just completed a massive 
tudy of theater screen advertising 

in the U.S. A. It 


and its audience 


is the most complete study ever 
done in the field. 

For 25 years, J.Walter Thompson 
Company has been doing theater 
screen advertising for clients not 
only throughout the U. S. A. but 
around the world. We are, indeed, 
the leader in this field. 

For many products in this coun- 
try, theater screen advertising is 
the lowest cost advertising avail- 
able 


In many foreign countries it 


is virtually the only mass sight and 
sound medium available. 


If you are interested in this medium, 
we'd be glad to discuss it with you. 
We, of course, must reserve much of 
the information in our study for our 
clients. But, we shall be glad to share 
noteworthy facts—enough to 
give you an idea of the size and value 
of this theater audience. Call or write 
the J. Walter Thompson Company 
office nearest you, or to 420 Lexington 
Avenue, New York 17, N.Y. 


some 


J. WALTER THOMPSON COMPANY 


New York, Chicago Angeles 
Miami, Montreal Mexico City, San Juan 
Rio de Janeiro, Santiago (Chile 
y Bomba ( 


Detroit, San Francisco, Los Hollywood, Washington, D. C 
Montevideo, Sio Paulo 
London, Paris, Antwerp, Frankfurt, Milan, Johannesburg 


New Delhi, Svdn« Melbourne, Tokyo, Manila 


Toronto Buenos Aires 


Cape ‘Town ileutta 
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EDITORIALS 


Right Words, Right Audience 


Selling should benefit from some words addressed to the National 
Association of Manufacturers by David F. Austin, executive vice 
president—commercial, U. S. Steel Corp. Said Austin, whose com 
ment, ‘It is much more important for a business to own a market 
than a mill,” has become a business truism: 


“Too many people think that production is the key to the solution 
of all our problems, despite the fact that it is obvious that we can 
produce from now until the end of time; and unless we sell the out 
put, the result is an unhealthy inventory and a sales-liquidation prob 
lem entailing frightful losses. 


“It has always been true that too many people go into business be 
cause they know how to make a product, while too few people go 
into business because they know how to sell a product. The sellers 
the merchandisers—the commercial men—are the prime movers in 
the economic picture.” 


We congratulate the NAM in inviting Austin to address their 
Congress of American Industry and we hope that Austin’s comments 
will be heard by the thousands of NAM members who were not at 
the meeting. 


Mr. Austin: you said the right words to the right audience, and 
at the right time 


Who Really Controls Your Ad Allowances? 


“We'd discontinue advertising allowances tomorrow if our com 
petitors would do the same.” That’s the way many grocery manu 
facturers say they feel about allowances for cooperative advertising, 
tie-in promotions and special displays. 


Now they have a new problem. Their customers—the super market 
operators—would like to control the style and timing of all promo 
tions in their stores. 


“It’s the only way we can earn all the allowances being offered 
by all the manufacturers,” the operators contend 


Here are their problems: 


For a certain product a manufacturer will offer a 20-cent per case 
allowance to all stores advertising it, displaying it, or promoting it in 
any way during certain periods—let’s say the first week in each 
month. 


As the chains, cooperatives, voluntaries and other buying groups 
place their advance orders with the manufacturer's representative, his 
competitor fights fire with fire and comes out with a similar deal. 


But, since these items are practically the same in price and quality 
and since the terms of their allowances are usually identical, the 
store operators can really promote only one at a time. So, to maintain 
his product’s shelf position, Johnny-Come-Lately has his promotion 
forced into the third week each month. 


When a third manufacturer introduces his plans, the store operators 
check their calendars and either sandwich his deal in between his 
competitors’ periods or ask him to change the style of his promotion 
to fit in with their stores’ other plans. 
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Here are 


the pliers 


you asked 


In a recent short piece on industrial adver- 
tising in Printers’ Ink, Mr. Fred R. Messner, of 
G. M. Basford Co., called attention to the 
problem of the industrial advertiser whose pri- 
mary market is in, say, three fields, but who 
does business in two dozen other industries. 

How shall he cover his secondary markets? 
With spotty one-shot ads in vertical papers? 
With direct mail? With publicity? 

Industrial Equipment News was designed as 
the “pliers’’ for just such tough nuts. It doesn’t 
cover merely two dozen other industries but all 
452 industrial markets—more fully in some 
cases than vertical papers—and at a cost of 
only $165 to $175 a month—less than the cost 
of one-shots in verticals, direct mail, or even 
comprehensive publicity. 

This is accomplished by means of a publish 
ing plan which gets small ads read in all of the 
industries .. . by 66,000 product-selecting offi- 
cials,a service originated in 1933 by IEN and 
praven so effective that more advertisers use it 
than any other. 

Details? Write for YOUR MARKETS ARE 
CHANGING, a new 20-page brochure which 
explains how IEN saturates both primary and 
secondary markets, with special emphasis on 
NEW MARKETS. 


So 
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Acme Visible Records, Inc.. ADGIF Co. (division of Scripto,inc.) American Hospital Supply Corp. 
American Bofttlers of Carbonated Beverages Marsh Stencil Machine Co. Audio Visuai Research 
Deluxe Metal Furniture Company Dexter Press, Int. Englewood Savings and Loan Association 
Dodge Truck Division (Chrysler Corporation) Detex Watchclock Corporation Wally Frank, Ltd. 
Fairchild Engine and Airplane Corp. A. T. Cross Company Heritage Manufacturing Corporation 
“General Electric Company (Communications Equipment) Armco evditinine & Metal Products, Inc. 


4.B.M, (Electric Typewriter Div.) Lily-Tulip Cup Corporation Niagara Therapy Mfg. Corporation 
Hurter Corporation Listo Pencil Corporation Karvart Products Mfg. The Lindsay Company 


Master Mechanic Mfg. Company Missouri-Kansas-Texas Lines Pennsy!vania, Commonweaith of 


O10 Sales Corporation National Business Consultants 


Utah Power & Light Company Carrier Corporation . 
Outlook Envelope Company Pennsylvania Railroad : 
. /] international Harvester Company (Motor Truck Div.) 


Eshelman Company Master Addresser Company 


linage increase 


Over 1955 


_.@ gain in each 1956 issue 


) 


Aeronautica! Services, inc. Chase Manhattan Bank General Floorcraft, inc. 


Air Express (division of Railway Express Agency) Bank of the Southwest ‘es 


Department of Commerce, State of Georgia Business Electronics, inc. Schieffelin & Co. 


A. B. Farquhar Division (The Oliver Corp.) Graphic Systems, Inc. ( Bankers Box Company 


Felt & Tarrant Mfg. Company (Consumer Division) Fenestré,Inc. Evans Specialty Company 


Frigidaire Division (G.M.C.) Eaton Paper Corporation The Globe-Wernicke Company 
gi | 
Westinghouse Electric Corporation (Lamp Division) ‘“ Institute for Business Planning, Inc. 


a7 


Moore Business Forms, Inc. : General Electric Company (Large Lamp Dept.) 


Journal of Commerce ; National Van Lines, Inc. National Plumbing Fixtures Corporation 
iv 


‘Minnesota, State of Raynor Mfg. Co. Pénnsylvania Lumbermens Mutual Insurance Company _ 
. mot” : 


” 
ip 


The Sire Plan " The Staplex Company Prairie Schooner, Inc. . National Pneumatic Company 


4 


epee 
x. _ The Tower Press, Inc. Shwayder Brothers, Inc. Quaker State Metals Company 
. . University Books, Int. Texas Gas Transmission Corporation Stromberg-Carlson Company 


Victor Animatogroph Corporation Westinghouse Electric Corporation (Eiectric Appliance Div.) 


‘U.S. Thermo Control Company =—D. W. Onan & Sons, Inc. Willys Motors, Inc. Wittmann Textiles: 


% 


North Carolina Dept. of Conservation & Development Plymouth Division of Chrysler Corporation 


Action in business results when you advertise to the men’\who own American business... in 


{ : . ‘ \ 


é ‘ ‘ d \2 


What makes a newspaper great? 


*PLEASE LADY...GO START 
A FIRE OF YOUR OWN !” 


Fearless Flanagan is the name 
And if you’re looking for something 
extra fresh and colorful in the way 
of news coverage for your next 
beauty contest or 4-alarm fire, bet 
ter brace yourself and stand well 
back when the Minneapolis Star 
and ‘Tribune spring Flanagan loose 
on the assignment. 

A story by-lined “‘Barbara Flana 
gan” is not always a triumph of 
objectivity. Miss Flanagan on a 
propensity for catapulting herself 
into the middle of the event she is 
reporting, an unusual talent which 


12 


has earned her fame as a practitioner 
of the “Il-was-there-when-the-roof 
fell-in’’ school of journalism. 
Assigned to cover the Minneapolis 
Aquatennial Parade, she donned 
grease-paint and flapping shoes to 
join the cavorting Aqua Jester clowns 
in the long march before 100,000 
spectators; then straight-facedly and 
sore-footedly reported to a delighted 
Upper Midwest audience what a 
parade looks like from the inside out. 
Again, she became a Salvation 
Army girl for a day, standing with 
bell and poke-bonnet on a freezing 
downtown street-corner. Her first 
person report on cold feet, stiff fingers 
and runny nose warmed warm-heart 
ed readers into unprecedented gen 
erosity for the Army’s worthy cause 
Some of Flanagan’s escapades are 
strictly out of the movies. On one 
European writing assignment in 
Stockholm, she wriggled into the 
confidence of a Russian Embassy 
attache while they shared a casual 
rumba. Her aqueous interview with 


former U.N. Representative Dr. 
Ralph Bunche was achieved by bel- 
lowing questions at the good doctor 
across a stretch of open water at a 
Minnesota lake resort. 

Sometimes starry-eyed, always 
entertaining, Miss Flanagan’s own 
approach to the news puts her sto- 
ries among the feature highlights in 
the Upper Midwest's best-read news- 
papers. She is typical of Minneapolis 
Star and Tribune news staff mem- 
bers, whose leavening of fresh, lively 
entertainment and human appeal 
keep reader interest soaring among 
the largest newspaper audience in 
the Upper Midwest. 


Copr 1956. The Minneapolis Star and Tribune Co. 


Minneapolis 
Starand Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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\\ hat about the allowances being oftere I the tourth manu 


turer, the fitth, the sixth, ete. ? b Excerpt from 


«< 


’ Starch Sist Consumer ' 
is in possible tor the super market operators to cooperate with 2 Magazine Report: - 


ill of the manufacturers’ deals. It appears that the average super! — = 


narket operator can take advantage of only about one-half of the 
llowances offered to him in the course of a year. Of all Magazine 
' households surveyed, 
(ne lea to re place the present system otf allowances is being advo 
ated by a former director of trade relations for a food company. He 43.3% reported 


suggests that present allowances be replaced with an allowance ot 


°% or 3% of the product's sales since its last promotion, Although spending more than 
the retailer would decide when to promote a product, the manu $200.00 on vacation 


facturer would decide how long the promotions should run. Accord 


ngly manutacturers would not lose control of the promotions, and travel during 12 months. 
yet super market operators would have what thev sav is needed This iS exceeded by 
Hexibility. 
only 3 of the 54 
This dist! tol i the grocery industry coupled with the de Ision magazines appearing 
by General Motors to pick up the dealers’ share of cooperative ad : 
vertising Costs, 1s an indication that the traditional con ept of coopera in the report. 
ve advertising is in for searching reappraisals 1,176,014 Elks comprise a 
mass market with class incomes the 
median of which is $6,050 
emerson Foote, executive vice-president, MeCann-Erickson Inc The Starch 51st Consumer Magazine 


recently called for greater flexibility in the application of advertising ns i a—Wwaean 
ust wri . 


by Suggesting low al promotions to! nationally advertised brands 


local promotions to compete with local private brands 


MAGAZINE 


hefty billings all serviced out of New York or Chicago offices have New York Los Angeles 
found they have lost out to agencies with multiple offices when Chicago Portland, Ore 


In the past two years sevet il advertising agencies that have pretty 


oliciting some big “national” accounts. ‘The advertiser has decided 
that the brain work in servicing the account must be decentralized 
tor most effective results, just as manufacturing operations are being 
decentralized. Now along comes Cunningham & Walsh Ine. that ha 
just absorbed an agency im San francisco, one in’ Los Angeles and 
one in Chic ago to meet the changing demands that advertisers are 
plac Ing on agencies It results from the fact that advertisers are re 
quiring trom agencies a country-wide knowledge of local and regional 
! irketing ind a Scount! ibility to provide the client with all 


portant agen 


SALES MIANAGEMENT magazine itself is a national 
but one of our major strengths is the fact that we provide local 
market data, specifically data on the 261 Metropolitan County Area 


ind for each one the 3,071 counties plus data on all cities, and 


p iblication 


Cancer can’t strike me 


l’m hiding 


thousands of towns lL hese data ire provided hecause marketing mien 
know they innot function effectively without this intimate inspection 
of the number of people their location ind their ability to buy. We 
doubt that many people would quarrel with the contention of John P 
Cunningham, president, Cunningham & Walsh, that “the increasing 
omplexity of regional and local marketing operations requires a na 
tional organization composed of a tual operating groups who art Cancer ¢ 


sharcustie familier with ennrres | St oeuncm < 
oroughly familiar with geog iph il difference The American Cancer 


Society says that too 
nany people die of it 
it ' in'+! NEEDLESSLY ! That's why 
Hit 'em Where They Ain't! Hy cenmyscypnad lni-yac ir 
One of the happy facts about the American market its hugen checkup ke well I 
d richness. So a Kuscher, who has spent years sellir feel. I know the seven 


, j 
ad f l wat And 
in big ties and thre igh discount houses, too, knows he can lange) m" 


appl 


IZ 
' , h mt sound 
take a specialty p1 ict, enforce Fair ‘Trade, and sell it profitably in when | war fxibis 


er information I get it 


ie markets itsid the big city discount house centers Jack Unit of t 
Kuscher (see page 3 How We QOutthink Discount Houses’) knows from my Unit of the 
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Take you into the buying 
world 
purchasing pow 
their PA 


member « *r., it assures 
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of the 


concentration of industrial 
As the Official Organ of 
und accredited 
you 100 


st the easential local 


dustrial Amerte 


Purchasing Agent is for you 


10.000 
in Major Markets 


The Alabama Purchasor 
Birmingham 3, Alabama 
Central New York Purchasor 
Syracuse |, New York 
The Chicago Purchaser 
Chi ago 2 Hilinols 
The Cincinnati Purchasor 
Cincinnati 3, Ohlo 
Connecticut Purchasor 
Ansonia. Connect 
The Detroit Purchasor 
Detroit 2, Michigan 
Dixie Purchasor 
Atlanta, Ga 
Florida Purchaser 
Tampa orida 
The Genesee Valley Buyer 
Rochester 17, New York 
Heart of America Purchaser 
Kansas City, Missour 
Hoosier Purchasor 
ndianapolis, Indiana 
The Kentuckiana Purchasor 
Louisville |. Kentucky 
Mid-Continent Purchaser 
ulsa |, Oklahoma 
The Midwest Purchasing 
Agent 
Cleveland !3. Ohio 
New England Purchaser 
Boston 10 Massachusetts 
New York Purchasing Review 
New York 5. New York 
North Central Purchasor 
St. Paul 14. Minn 
Oregon Purchasing News 
Portland 4, Oregon 
Pacific Purchasor 
San Francisco 5, California 
Philade'ohia Purchasor 
Philadeiphia 2, Penna 
Southwestern Purchaser 
Dallas |, Texas 
Southwestern Purchasing 
Agent 
Los Angeles |4, California 
Washingten Purchasing 
Agent & Manufacturer 


Seattle |, Washington 
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Circulation 


ir) 
pon one nene® 
a 


Star Performer on an All-Star Team! 


books like 


in every major industrial market in the U.S. at 


.and there are 21 other this one reaching 


“buyers” 


the essential local level exclusively! Its common sense to 


advertise direct to P.A.’s through their own regional purchasing 


publications. Their influence is unique. The reason: They are 


the Official Organs of industry's powerful P.A. Associations 
“must” reading for over 40,000 member-P.A.’s 
mostly in your major markets. Each offers you = 


1000) “buyer” coverage in its area for market 


selectivity. ‘Together, they provide an unex- 


celled opportunity to get local level advertising 
at its best-—-on a nation-wide scale. Make your 


selection from the list at the left. 


Partial List of 
Vat'l 
Using Sectional 


PA. Books 


{dvertisers 


Alcoa 

Bethlehem Steel 
Columbia Steei & Shafting 
McLouth Steel 

John Roebling's Sons 
Jos. T, Ryerson 

U. S. Steel 
Wickwire-Spencer 
Garlock Packing 
Bridgeport Brass 

Chase Brass 

Scovill Mfg. 
Doehler-Jarvis 

Babcock & Wilcox 
Associated Spring Corp. 
National Screw & Mfg. 
Ohio Gear 

Tube Turns 


Write for new Brochure with all rates and mechanical information. 


THE ASSOCIATED PURCHASING PUBLICATIONS 


1213 West 3rd Street, 6th Floor «¢ 
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MAIN 1-3499 


SIGNIFICANT TRENDS 


as Viewed by the Editors 


Marketing News 


SELLING AT A PROFIT—a reasonable profit— 
will be the big trick for many sales managers in 
1957. This may seem to be contrary to the con- 
sensus of forecasts for the year ahead. But a pecul- 
iar set of economic factors has been building up 
during the past few months which will make it 
much, much easier to make a sale per se than to 
make a sale at a profit. 


We're heading into another good year. Products 
and services—produced and consumed—are ex- 
pected to exceed even the exceptional record of 
1956. Dollar volume of sales will be even more 
impressive since we'll probably be experiencing a 
slight touch of inflation. National income will set 
a new record. Consumer spending will be higher 
than ever. But—and here is the challenge to sales 
executives—products and services will cost more 
to produce; competition from new products and 
new companies will be stronger than we have 
known for some time; the buying public will have 
its choice of buying your product or that of several 
old and new competitors, or paying off its instal- 
ment debt without acquiring new obligations, or 
Saving its money at new, higher bank interest rates. 


Factory wages are at an all-time high of $81 per 
week on the average. This means, of course, that 
many American families have more money to 
spend. However, this high pay also results in an 
increase in cost for the production of your product. 
This can create a real problem. 


Take, for instance, the case of a company that 
recently found its labor and material costs well up 
over last year. To maintain the same margin of 
profit, the sales manager tried to increase the sell- 
ing price of his line. It didn’t work. Competition 
was quick to undersell him. Buyer resistance to 
his products built up fast. Embarrassed, but real- 
istic, he cut prices back to their original level. 


Now, he’s faced with a real stickler. He knows that 
company profits will be down considerably even 
if he equals last year’s sales volume. And manage- 
ment, as might be expected, wants profits for 1957 
to exceed those of 1956. 
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The sales manager in this case doesn’t have to be 
an economics wizard to see that there are only two 
possible solutions to the problem: (1) Cost of prod- 
uct must be reduced, without sacrificing quality. 
Production efficiency in most factories hasn't kept 
pace with spiraling wage rates. There’s not much the 
sales manager can do except let management know 
that the new costs cannot be passed on and suggest, 
delicately, that production people do their best to 
pare all costs. (2) Volume of products sold must be 
increased, This will call for unusual ingenuity in 
1957, but without a doubt some companies will do 
it. Good marketers will use every tool at their com 
mand, and spurred on by the fact that America has 
more people, more money and more wants in 1957, 
they'll get the business. 


As suggested in our editorial last issue, you'll need 
more money to do a proper selling job in 1957. We 
said: “Get that extra 10%—now!” You'll need 
10% more for selling and 10% more for advertis 
ing to get the share of market that should be yours. 
You'll need at least that much to bring home the 
profit that you and management and the stockhold 
ers want. 


Even more important than this year’s profit picture 
is the necessity for you to grow and establish your 
company and its products more firmly in 1957. 
The reason is clear to all who have read or made 
forecasts for the coming 12 months. The year 1957 
will be another year of adjustments. It will be a 
challenging year—one that will test your mettle as 
a marketer and strategist. The fittest will emerge 
from it stronger than ever. The inept, the hesitant, 
may not emerge from it at all 


We are in the Olympic year of business. After a 
decade of building our marketing muscles and com 
peting in preliminary heats, we are now ready to 
race for the gold medals. Everything is pretty much 
equal. The contestants are stripped of shortages, 
pent-up demands, sellers’ markets and the zooming 
boom that gave some of them advantages in the 
short run. The winners of the 1957 Sales Olympics 
will win on merit only. The public is a truly impar- 
tial judge! 


Significant Trends 


(continued) 


CAPITAL SPENDING PLANS FOR 1957, as re- 
ported in McGraw-Hill’s preliminary survey just 
issued, call for a dollar increase over last year of 
11%. But, it is also reported that the increase in 
physical volume is expected to be only about 5%. 
rhe other 6% will be accounted for by higher 
prices than last year 


Nevertheless, expenditures for plant and equipment 
seem to be stabilizing at a high rate. This year the 
total is estimated to reach $40.2 billion; last year 
it was approximately $36 billion; the year before 
$30 billion. 


Investment plans for 1958, us seen at the end of 
1956, indicate that 46% of companies will spend 
about the same as 1956; 24% will spend even 
more; 30% will spend less 


PRADE-INS SPUR SALES. Carpet makers have 
been making this happy discovery during the past 
year and this relatively new practice in the floor 
covering industry is a “good deal” for retailers, too 
The most outstanding fact uncovered by C. H 
Masland & Sons in a recent study of carpet trade-in 
programs was that retailers are able to sell all of 
the used carpet they take in without apparently 
hurting their regular business. Further, they have 
been able to make a good profit on it. Also noted 
was that a trade-in plan discourages shopping, en- 
courages buying; dealers have a better chance of 
getting full markup, and 49% of the industry's 
total sales are made to the 20% of families who 


move each year 


It is estimated that the average carpet customer buys 
only two or three times in a lifetime. Getting him 
to replace his carpet one more time would assure 
a tremendous increase in volume. 


The opportunity for consumers to trade in will tend 
to overcome several other obstacles to regular car 
pet turnover, Carpet is a “big-ticket” purchase- 

the average installation runs about $550—too big 
for impulsive buying to say the least. It is also a 
“deferrable purchase.” It may become shabby with 
age, but it is still serviceable for another year or 
two, unlike a worn-out TV set, or a mileage-heavy 
car. The expense of carpet and its long serviceable 
life have resulted in families considering new car 


pet purchases for years before acting 
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Says Masland: “If consumers could be encouraged 
to buy carpet four times in a lifetime, instead of 
two or three times . . . if buying action of the con- 
sumer could be accelerated . . . if the ‘discussion-of- 
purchase period’ could be reduced . . . if the trade- 
in program gives the consumer the incentive to 
replace his rugs or carpets for reasons of style or 
product improvement, then the increase in total 
carpet sales would be substantial.” 


Another selling innovation in this industry was in- 
troduced the first of the year. Member companies 
of the Carpet Institute started selling carpet by the 
square foot instead of the square yard. 


The institute explains that it has found in its re- 
search that many individuals in making their com- 
putations from square feet to square yards often 
divided by three instead of nine. This simple error 
in arithmetic creates a distorted idea of carpet costs 
since it trebles actual cost for a given area. 


This sharper sales thinking by carpet makers and 
their retailers cannot help but result in increased 
opportunities for sales. During the past two years 
alone the average expenditure for carpet has in- 
creased almost $100. Concurrently, volume of 
carpet sold on credit has increased considerably, 
indicating a broadening of the market 


BEHIND THE SALES TRENDS 


Food store buyers are offered an estimated 24 new 
items a day. That’s more than 6,000 a year. Ideas 
on how to increase shelf space are not nearly so 
numerous! 


Five hundred products are changed each year by 
super market chains, according to a study by 
“McCall's.” That was the annual average either 
added or discontinued over a two-year period in 
the eight chains surveyed. There was a net gain of 
15% in items added, with spices and condiments 
averaging a gain of 160%; household items, 
148%. Canned vegetables and canned fruits lost 
out, with respective net changes registering a minus 
87% and 79%. 


Non-food items handled by food chains, according 
to another study, have increased from a median of 
683 per store to 1,857 in the past three years 
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a good shade 
better! 


Superior strength, clarity, matchless pro- 
tection are all combined in this great 
new packaging film. 


It’s easy to tell a book by its cover, or a window 
shade by its color—when they're wrapped in cleat 


transparent VITAFILM 


You can sense the texture of a product right 


through it. So hard to break, rip or tear — this 
newest Goodyear packaging film is ideal for hard 
ware, paper products, textiles and a wide variety 
of similar items 

ITS CLARITY IS OUTSTANDING—and its “feel 


ls better! It’s a fine sales booster because when 


\Vitahen 


customers can see what they want, they're more 
likely to want what they see. It’s so strong it with- 
stands rough handling without splitting or tearing 


But that’s not all. 


VITAFILM prints ¢ learly —heat-seals easily 
adapts readily to all kinds of packaging machin- 
And it’s available in bags — perfect for 


sweaters, underwear, shirts and ties, 

How about finding out what VITAFILM 

’ ‘Talk it over 
Goodyear Packaging Engineer. Write 
Goodyear, Packaging Films Dept. A-6434, 
(Akron 16, Ohio 


a Polyviny! chloride—can do for you 


with the 


PACKAGING - 
FILM 


The Finest in Sheer Protection 
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With the addition of NBC Radio Network's “HOT 
LINE” Service, now in operation, radio news coverage 
takes on increased stature. An open line, linking 

NBC Radio Central to every affiliate, is ready throughout 
the broadcast day. When news breaks anywhere in the 
world, immediate notice clears all stations automatically, 
to bring NBC Radio audiences instant word. 


Beginning January 14th, the NBC Radio Network 
brings the nation another exclusive service: NETWORK 
NEWS ON THE HOUR. Not just a rehash of wire 
services, each broadcast will have fresh news — live, 
direct reports by NBC correspondents around the 
world, on-the-spot coverage of important local stories 
by Network Associate newsmen at NBC’s affiliates. 
Throughout the entire week, the first five minutes 
of every hour will keep America on top of the news. 


The “HOT LINE” Service and NEWS ON THE HOUR 
form a one-two news punch that will make the 

NBC Radio Station in every market THE source for 
swift, reliable, complete news coverage. This is 

the combination that gives listeners more reason than 
ever to keep tuned through the day to NBC Radio. 


Advertisers have been quick to recognize the value of 


this vital development. Bristol-Myers has purchased 
half of all the NEWS ON THE HOUR broadcasts — 


one of the biggest network buys in years. 


The dynamic energy of NBC Radio can generate sales 
for you, too. Your NBC Radio Network representative 
will tell you how. Call him today. 


RADIO NETWORK 


a service of iat) 
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How business uses the telephone 
to step up sales and service 


INVITE CUSTOMERS TO CALL COLLECT. A Richmond, Va., 
parts distributor asked all his dealers to telephone thei: 
orders collect. In a very short time, business amounting 
than $2600 has been traced to out-of-town calls, 


FOLLOW UP INQUIRIES. A Pittsburgh iron manufacturer 
ive fast, personal service on inquiries from out of 
town Phey ure an wered immediately by telephone 


Recently, sixteen out-of-town calls brought $3450 in orders to more 


MAKE APPOINTMENTS IN ADVANCE. Salesmen for a 
Seattle electrical equipment manufacturer telephone out 
see them. This idea 


CALL CUSTOMERS BETWEEN VISITS. Salesmen for a Chicago 
jewelry wholesaler one of the nation’s largest —call out 
Personal con ofl-town prospects before going to 


of-town customers regularly between trip 
he Ips six men cover 800.000 square miles of sales territory 


med \nd man ile ine Closed by telephe ne 


\\ LONG DISTANCE RATES ARE LOW 
hatever you make, whatever you sell, we'd 
Daytime Station-to-Station Calls 


like to show you how the planned use of the tele F a ae 
or example } Minute Minute 


time and money in your business : 
Pittsburgh to Cleveland 60¢ 


phone cin save 
Just call your Bell Telephone business office. A Chicago to St. Louie 90¢ 


Richmond to Newark 95¢ 
$1 40 


represe ntative will visit you at your convenience. 


Seattle to San Francisco 
New Orleans to New York $1290 
BELL TELEPHONE SYSTEM 
Add 10% Federal Excise Tax 
Ce Nu ‘ /t Twice as Fast 
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LE T TERS TO THE EDITORS 


‘Esquire’ Flays College Market Story 


dismayed 


Epiror, SALES MANAGEMENT: 

One of the things I have come to 
SALES MANAGEMENT, 
having been a pretty faithful reader 
of the magazine these past years, is 
that when SALES MANAGEMENT does 
a story, it is adequately researched 
and offers a true and complete picture 
of the market or problem. 

You can imagine my dismay to pick 
up .a_copy of the Nov. 16 issue and 
read the “Inside Look at the College 
Market” (p. 70) by Etna M. Kelley 


and to find in it not one mention 


expect of 


of the significant role that Esquire 
has played and is playing in develop 
ing and influencing the college mar 
ket. 

More than a half dozen publica 
tions are mentioned as being active in 
this market, and yet, the one maga 
zine that founded the entire concept 
of Back-to-College promotions and 
that currently operates the most 
unique college program in existence 
is nowhere in evidence . 

.. Astute merchants who partici 
pate in this program [Esquire sub 
scription are paid for by local men’s 
and department stores and distributed 
on campuses to fraternities, dormi 
tories and libraries] are, in effect, 
converting the national advertising in 
our magazine into local advertising 
for their establishments. 


Samuel Ferber 


Promotion Manage: 
Esquire 


New York, N. Y. 


& Because of space limitations we 
couldn’t cover all media in the market 
and were forced to concentrate on 
those whose statistics, reports and cur 
rent promotions seemed newsworthy 
at the moment Esquire, long impor 
tant and still active in the college 
market, doesn’t participate with other 
magazines with the Student Market 
ng Institute and its activities; this 
organization cooperated with SALES 
MANAGEMENT in the preparation of 
the material. We're sorry that Fs 
quire’ 


current promotions were 


omitted 


sales tool: Survey data 


Eniror, SALES MANAGEMENT: 
] understand that SALES MANAGE 
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MENT publishes an annual report 
which gives the potential market per 
centages of various products by states 
and areas. ‘The information that such 
a report would give us would be of 
great value to both ourselves and out 
clients as an additional sales tool. 

If such a report is available, we 
should very much appreciate your 


sending us a copy. 
William H. Fries 


Lando Advertising Ageney 
Pittsburgh, Pa. 


> You must refer to SALES Man 
AGEMENT S$ Survey of Buying Power 
published May 10 each year. Prac 
tically all the consumer goods in this 
country are marketed with the aid ot 
data in the Survey. For a copy, write 
Miss Charlotte Kohl, Subscription 
Manager, Sates MANAGEMENT, 386 
Fourth Ave., New York 16, N. ¥ 


Price: $4. 


wants ward, district breakdowns 


kprror, SALES MANAGEMENT: 

Does your organization have avail 
able figures for total retail sales; pet 
family retail sales, buying power in 
dex, etc., for cities broken down bi 
wards or districts? 

The Metropolitan Planning Com 
Knoxville and Knox 
County needs figures for Knoxville 
on income and expenditures by wards 


mission of 


or districts for use in planning re 
zoning of certain areas of the city. 


Martha L. Flliso: 


Head, Reference Department 
Lawson McGhee Library 
Knoxville, “Tenn 


> We know of no source for the 
figures you need. We can offer city 
county and metropolitan area statis 


t Survey of Buying Powe) 


mS In Ou’ 


don't expect something 
for nothing 


Eprror, SALES MANAGEMENT 
Janet Gibbs brought up a= good 
point in her column in the Oct. 


“What Do You Think ?,” p 


issue 


( 
68). Being a businessman, [| do not 


expect to give anything away and 


(continued on page 23) 
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WITH 


READERS! 


MIDWEST FARM PAPER UNIT 


farm Magazine “A 4% 


- READERS’ First Choice | 
Farm Magarne © N% A survey of 6,049 Midwest 0 
farms, supervised by Batten, f& 

4% Barton, Durstine & Osborn 


Inc., advertising agency 
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MIDWEST FARM PAPER UNIT 


DEALERS’ First Choice 
4,186 Inquiries moiled by 
hardware wholesoler: 
Other dealer preference 
surveys available on re 


quest 


PPR BETS Li a 


WITH 


ADVERTISERS! 


kV!” Te oo ee a ee Tor 


+ 48% MIDWEST FARM PAPER UNIT 


FARM MAGA 


FARM MAGAZINE CA 
ws 
, ADVERTISERS’ First Choice Comporative 
Lineage 1948- 1955 (index 1948 = 100) 


Mohit se. at 


$0. .. te build bigger sales in ‘the 
world's richest farm market,"’ adver 
tise in the Unit—one order, one plate, 
at a substantial saving in rates 


MIDWEST 


Farm Paper 


UNIT 


WALLACES FARMER & (OWA HOMERT EAE 

THe FARMER PHAIMIE FARE 
NEBRASKA FARMER 

WISCONSIN AGRICULTURIBT © FARMER 


SALES OFFICES AT 


YOUNG & RUBICAM, INC. 
ADVERTISING 


LETTERS 


therefore do not expect anything 
worth-while for nothing 


Consequently, all such direct mail 


us referred to by Miss Gibbs goes in 


hout even being 


the waste basket wit 
looked at. 
Another gripe I have is the offer 


by a magazine publisher of a sup 


posedly desired premium or gift if 
you subscribe. How about the sub 


scriber who has two years to go and 


would like a copy of the reprint, engi 


neering tables, etc., that are offered... 
We have enjoyed Miss Gibbs’ col 


mn and usually pass t on to our 


idvertising consultant 


J. P. King 


he Alfred B. King Co 
Sutler Builders Division 


New Haven, Conn 


day book for deskless execs 


piror, SALES MANAGEMENT: 
Attention: Peggy Rollason 


Secretary to Ray Josephs 
The article “Why You Have So 
Little ‘Time to Think” on p. 110 of 
the Oct. 19 issue was very interesting 


to me inasmuch as I have a lot of the 


problems discussed in the article. 

If it wouldn’t be too much trouble, 
would you please tell me what kind 
of a day book Mr. Josephs uses and 
a little more about his methods. If it 
is a special book that he had made up 
for his own purposes, I should appre 


ciate very much your sending me a 


copy of it : 
I am addressing to the attention 
of Miss Rollason as | am sure Mr. 


Josephs would not clutter up his desk 


with a piece of paper like this letter. 
I do hope, however, that Miss Rolla 
. son will let Mr. Josephs know how 
much I appreciated the article and 


that it has helped me a great deal, 


John F. Manion 


Southern Regional Manage1 


Unitary Equipment Division 


Carrier Corp. 


tlanta, Gra 
a : FEDERAL couric. 
> From Peggy Rollason: “The type COMPANY, INC. 


of day book which both Mr. Josephs 
and I use to record appointments NATIONAL MORRIS 


nee eae a ang = A F >) a D | N GS B oO x PA FR E Fe M I = .. ro 
minders is the asco! ay At i 


Glance book which may be pur hased ne eee eee 
; nm most stationery shops SALES OFFices NEw ‘ ‘ . ” ‘ 
Mr. \Vanion’s letter couldn't r 4 AND PALM ua VELA AW : P A hte 
lutter up Mr Josephs desk he FOLOING BOK FLANTE " A ew AvVEN A 
tossed out the de k two ears ago FITTSeURGH Pas wor man ‘ PAPER BOARD MiLie 


MONTY © an ene es your wea ra sve 
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Nearly 40% of all adults in households owning 2 or more 
4 


cars, in New York City and suburbs, read The News... 


Source: Profile of the Millions... a study conducted 


by W.R. Simmons & Associates Research, Inc. 
Approved by the Advertising Research Foundation. 


Any New York News office will show you Profile. 


a 


Two-ear families? 


... Lhe News has more readers in 2-car families 
than all other New York morning papers combined 
...or all evening newspapers combined! 


All by itself, The News has almost 40% New York morning papers combined can show! 

of all the readers of New York City newspapers — (Evening papers ditto.) 
in households owning 2 or more cars, in In fact, the 4,780,000 adult readers of 
New York City and suburbs: the Daily News includes more high incomes, 
280,000 more than the Mirror home owners, college alumni, families with 
320,000 more than the children, bondholders, stockholders, or you- 
Journal-American —name-it...by all odds the most market in New 
320,000 more than the Times York City and suburbs that any medium 
330,000 more than the offers. (And remember News readership is one 
World-Telegram & Sun audience rating you can rely on, every day 

340,000 more than the and Sunday!) 

Herald-Tribune If you want more sales, box tops, samplers, 
100,000 more than the Post reputation, retailer preference, revenue or 
And in plain ordinary one-car families, profit in New York-—-The News is your best 
The News has some 2,380,000 adult readers — buy! Cheapest, too. And any New York News 


which again happens to be more than allthe office will be glad to show you why! 


The Ee News, New York’s Picture Newspaper... 


with more than twice the circulation, daily and Sunday, of any other neu spaper in America... 


OHIO’S 
MOST CONCENTRATED 
AREA OF GREAT 
INDUSTRIAL NAMES 


A ONE BILLION 
EIGHTY MILLION 
DOLLAR 
ONE-NEWSPAPER 
MARKET 


ot MetroP 
85% Coverace 


Of Akron Trading Area 


FOR COVERAGE AND RESULTS 
IT’S THE 


AKRON 
BEACON 
JOURNAL 


FANCY—Nevada drug store sales 
consist mainly of stage makeup and 
hangover remedies 

FACT—Nevada is a spectacularly 
high quality market for drug store 
products of all kinds with 1955 per 
capita sales of $80, number one in 
the nation and 142 per cent ahead 
of the national average of $33, In 
the Reno Metropolitan Area (Washoe 
County), per capita drug store sales 
hit $138, an astonishing 318 per cent 
ahead of the national average, while 
in the Las Vegas Metropolitan Area 
(Clark County) per capita drug store 
sales led the national average by 82 
per cent Sure makes Nevada Amer 
ica's lushest market for selling and 
advertising drug store products! For 
detailed marketing and statistical 
analysis, phone your nearest Western 
Dailies or John E. Pearson Co. office, 
or write one of these basic Nevada 
advertising buys 


LAS VEGAS | 
RENO 


v 
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CORPORATE CLOSE-UP 


ELY 


American Lead Pencil Sharpens Its Name 


A pencil company in Hoboken, N. J., is doing a lot of erasing 
these days. It’s rubbing out an 80-year-old corporate name that has 
grown too limiting for current enterprises. Now, being lettered in its 
place, is a more comprehensive title which, it is expected, will step 


up sales and produce “increased value” from advertising efforts. 


American Lead Pencil Co. gave up its place on the corporate 
charter a few weeks before the holidays. And, for all legal and ad- 
vertising purposes, this manufacturer of “several thousand writing and 
drawing instruments” (including 700 styles of pencils) is henceforth 
known as the Venus Pen & Pencil Corp. But, as Carl W. Priesing, 
(above), v-p, sales, says: “We find that the force of habit is strong 


and occasionally I still refer to the company as American Pencil.” 


American Lead Pencil (or rather Venus) is making the change 
gradually. “Even so,” says Priesing, “it will be expensive. But we 


feel that our reasons are sound and the expense will be worth-while.”’ 


Here's what prompted the change: American Lead Pencil products 
have been marketed under several brand names—Venus, Velvet, 
Venus-Velvet, Paradise. The advertising for American pens (called 
Venus) was seldom related in the reader’s mind with the advertising 
for American ball pen-cils (called Velvet). Similarly, a coloring pencil 
set for children—introduced in 1953 and now accounting for a con- 
siderable part of the company’s sales volume—has been marketed 
under the name Paradise. Again, there was no rub-off value for the 


full American Pencil line. 


Ihe idea to change the company name was initiated by Sales, which 
saw the greater promotion value in a dominant trade name and, since 
Venus was the most famous of the mother-company’s daughters, it was 
the logical choice. President R. L. Lewisohn, Jr., who is the fourth 
generation to head this family-owned corporation, approved the 


change in October. 


Since then, Priesing has been busy—working and planning to get 


full value out of all company sales and advertising efforts. 
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Prayer for 1957 


Our Father, God of Heaven and earth, 
: Giver of all good things, 
Again we come to Thee 
As distributors of Thy bounty. 


We thank Thee. 
For the growth of our group in the past year, 
For the spirit of service gunn: 
~ Which ‘permeates our members - ie 
~~ Both: ‘in this country 
__ And throughout the free wheicl 


%® 


a ; 


ne mindful that victory 
_ Over the Dark Powers — 
y faces from ‘Thee 
on the way free men 


his responsibil ity. ie a > ie 


gee 


suburban sales standing still too long ? 


woman’s day has the suburban circulation to get you going! 


WoMAn’s Day has more influence in the suburbs 
because it has more circulation in the suburbs. 
Check the figures yourself and here’s what you'll 
discover: Jn the 22 big metropolitan markets* that 
gross over a billion dollars in sales, WWOMAN’S Day 
gives you a higher percentage of suburban circulation 
than any of the other senior women’s service books. 
This is a direct result of WOMAN’s Day’s unique 
method of distribution. WOMAN’s Day, as you know, 
is sold only in the A&P to A&P shoppers. As the 
A&P opens supermarket after supermarket in the 
suburbs, WOMAN's Day automatically goes along 


building its suburban circulation as it goes. 

Also, WomAN’s Day’s circulation is made up 
100% of voluntary single-copy sales (and you know 
how proud other magazines are when their single- 
copy circulation reaches even as high as 50%!) 

So you’ve got two of the most potent factors in 
the business working for you in WoMAN’s Day: 
highest suburban circulation ratio, and 100% single- 
copy sales. 

If it’s action you want in the suburbs, then it’s 


Woman’s Day you want. *Sales Management 


woman’s day 


it has always been true that too 


many people go into business because 
they know how to make a product, 
while too few people go into business 
because they know how to se/l/ a prod- 
ict. The sellers 
the commercial men—are the prime 


the merchandisers 


movers in the economic picture. 

To drive this point home, I have 
often used the expression, “It is much 
more important for a business to own 

market than a mill.’ 

Anyone with necessary capital can 
erect a mill, one which will produce 
i quality product, in adequate quan 
tity at low cost This is SO bec ise 
t plant is a tangible asset, a collection 
of metal and mortar and machinery 
backed up by 

en and raw material 


A market 


ferent indeed. It is, by contrast, a col 


an adeq iate source of 


however ery dif 


lection of buyers men and women 
business enter 


sefore it 


and children—and 
prises both large and small 
becomes your market, somethyng else 
must be added That priceless in 


gredient is mutual confidence based 
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How to Make a Market Your Market 


BY DAVID F. AUSTIN* 


on faith in the product, the manufac 
turer who makes it, and those who 
sell and service it, on the one side 
and the ability to pay for the product 
in accordance with the terms of sale, 
on the other. 
Such a 


bought and stored in a warehouse 


relationship cannot be 
and thereafter ignored. It can only 
be developed and nurtured and 
earned; and if, at any moment, con 
fidence is undeserved, it melts away 
like a snowflake on a hot griddle 


When we 


quired to “own a market,” we deal 


onsider what is re 


with a relationship which somewhat 
Wher 
flowing, the magnet 
can lift heavy loads, Break the ci: 
cuit and gravity takes over ang 
quickly. 

Now, let me discuss several basic 


marketing principles which I believe 


resembles an electro-magnet 


the current is 


are essential to success if we are to 


attract, serve, and finally, “own” a 


Soke Monageerent 


January 4, 1957 


The sales chief who coined the truism 
"It is much more important for a 
business to own a market than a 
mill,"’ explains... 


Not all ot 


these principles are necessat ly new 


market in the years ahead 


ach, however, is fundamental. I sus 
pect that many of us apply most of 
them, at least part of the time. ‘The 
success we strive for tomorrow, how 
ever, requires their applic ation today 

The first of these principles that | 
should like to discuss is that only a 
fully integrated marketing program 
can achieve maximum success, In im 
plementing such a program, every de 
cision, both large and small, should 
be based on all the facts which can 
be assembled. ‘These facts should be 
iS accurate and complete as if IS po 
ible to make them. Most compan 
already have in their records a wealth 
of information on their past relation 


*Mr. Austin has been in retirement just 
four days. He stepped down December 31 
is executive vice-president—commercial 
U. S. Steel Corp., after 39 years in sales 
His company accounts for about 40% of 
all the steel produced in the United States 
Mi Austin presented his comments orig 


nally at the Congress of American Industr 


f the National Association of Manufac 
turers 


U. S. Steel’s Marketing Principles 


to attract, serve, and, finally, 
to “own” a market today 


@ Only a fully integrated marketing program can 
achieve maximum success. 


@ Only the right price is a fair price —fair to seller 
and buyer alike. 


@ There is no such thing as a one-time buyer for any 


product. 


@ The seller's responsibility is discharged only when 
the product has served the ultimate consumer 
satisfactorily. 


@ Sales effort must be applied along the entire distri- 
bution chain. 


“These five principles,” says David F. Austin, who retired 
four days ago as executive vice-president — commercial, U. S. 
Stee! Corp., “have a common denominator. | call it ‘marketing.’ 
in using this word, | identify a broader concept than is normally 
expressed by the word ‘sales.’ It is the new dimension in distri- 
bution. It requires integrity of purpose, the will to follow the right 


course consistently, and treat ali customers alike.” 


ships with consumers of their prod- 
ucts. Included are data which identify 
the type and size of the individual 
consumer, the industry to which he 
belongs, the geographic location of 
his facilities, the type and specifica 
tions of the produc ts he uses, and the 
quantities involved. It is only in re 
cent years that marketing manage- 
ments have begun to correlate this in 
formation in order that it may pro 
vide a springboard for projections into 
the future, In most cases, this has been 
accomplished by establishing a profes 
sional marketing research organization 
within the company, staffed with com- 
petent personnel trained in this type 
of analytical work. 


Discloses Weaknesses 


Only after such information has 
been assembled can it be determined 
where market participation has been 
weak. ‘This knowledge opens the door 
for a study of each market in which 
unsatisfactory pertormance is appal 
ent. A dozen years ago, when we in 
United States Steel were engaged in 
postwar planning, we decided to de 
termine the reasons which, heretofore, 
had prevented our achieving adequate 
participation in each market. We 
called this study “Consumer Analy 
sis.’ Its purpose was to identify each 
and every retardant which had pre 
vented us from achieving proper pat 
ticipation in the requirements of each 
individual steel consumer. Over an 
extended period, with our vice-presi 
dent of sales presiding as chairman, 
we called into session representatives 
of every department who could con 
tribute to a thorough analysis of our 
relationship with each consumer 
Only in this way, after identification, 
could we direct our attention and our 
effort to the elimination of each re 
tardant, one by one. Incidentally, this 
Is a continuing responsibility. 

Fortified with knowledge of the 
past, an integrated marketing pro 
gram must then project itself into 
the future on the basis of market fore 
casts, both short- and long-range, if 
Management is to have a comprehen 
sive picture of the future economy and 
the business climate in which it will 
operate. ‘lo accomplish this, facts 
must be gathered and projected on 
such basic factors as population 
growth, changes in incomes and their 
distribution, employment and unem 
ployment, productivity, and the grow 
ng wmmpact of extension of the a 
ve worker's hours for leisure 

however, is but the first step 
tach business must then proceed to 
analyze and forecast its own specin 
place n this picture In our case, for 
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(continued on page 70) 
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Offering youngsters a giant opportunity for education and 
travel is the new TV quiz Giant Step, sponsored by General 
Mills. Veteran MC Bert Parks asks the questions as children 
try for the top prize of a four-year college scholarship plus a 
trip to foreign lands. Though contestants are all from seven to 
seventeen years of age, Giant Step provides a huge adult audi- 


ence for the messages of General Mills and Betty Crocker 


Association began a market 
Jellied Cran 


“Cool and jellied cranberry 


Last June, National Cranberry 


by-market “blitz” campaign for Ocean Spray 


berry Sauce. Theme sauce 
natural summer food buy two cans, save five cents Big 
guns of the “blitz” were newspaper ads and radio spots. Pub 
licity helped popularize new recipes with jellied cranberry 
Results of this 


sauce off-season” use promotion’ A sellout! 


How can you run feu advertising in trade magazine 


where color is not always available? American-Standard doe 


it with these special four-page inserts for its Plumbing and 


Heating Division. Appearing regularly in twenty-six plumbing 


and heating public itions, these versatile color insert also 
serve as mailing piece nerchandising American-Standard 


products to leading dealers and distributors across the U.S 


cas) CET re 


POST sccicoriios 


beer ote © 


he gan opera 


Earlier in the century, Koppers Company, Ine 
tions as a designer and builder of chemical recos oke plant 
Today Koppert prggiuce a wide ran 


metal ind dyestufl but aleo ae ign ind 


BEDO 


not onl eat pla th i 
product 
huilds entire stee 


purbior ! in The Satu 


of Koppet BBDO 


Pittsburgh 
th la 


inating lol 


BATTEN, BARTON, DURSTINE &2€ OSBORN, INC., ADVERTISING 


NEW YORK ATLANTA hor TON wtPraLo HIC ACO EVELA ALLA etrort 
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First Time Out of the Family 


Crown-Zellerbach Corp., one of the giants ($450 
million) in the paper industry, has a new president. He’s 
Alfred B. Layton (r) and his is the honor of being the 
first chief executive chosen outside the Zellerbach family 
since the company was founded in 1870. “This advent 
of a truly professional management is a healthy thing,” 
says J. D. Zellerbach, who has resigned after 18 years 
as president to become U. S. Ambassador to Italy. “It 
reflects Crown-Zellerbach’s change from a one-time family 
enterprise to a public corporation owned by 29,000 share- 
owners .. .” Layton, 54, has had 32 years with the firm, 
started as a millhand, went on to sales. He’s been v-p for 
administration and finance. With him here is Reed O. 
Hunt, who steps up to executive v-p. He, too, is a CZ 
veteran; 29 years ago he took his first company job as a 
clerk in Port Angeles . . . CZ has plants extending from 
Miami to British Columbia, makes everything from 
structural timbers to facial tissues. Layton says that the 


new general management group “will concentrate more 
and more on... planning, review, control . . . as we 
gradually delegate our responsibilities for specific areas 
of corporate activities to other management personnel.” 
He believes this is the way to help a company grow 
strong and vibrant. 


The Aggressive Tweed Type 


. who sells aluminum. That’s Keith Hall—big (six 
feet, 185 pounds), rugged, western type. He’s just been 
named director of industrial markets by Reynolds Metals 
Co., a post that involves formulation and direction of 
sales programs and policies for the large number of in- 
dustrial markets for aluminum. Hall, an ex-Oregonian 
who won a Presidential unit citation for action in the 
Battle of the Bulge, joined Reynolds after he was dis- 
charged. His first job: administrative assistant to M. M. 
Caskie, company v-p. Which was some going for a guy 
who, before the war, had begun his work career as a 
coffee salesman calling on grocery stores. Soon Reynolds 
made him manager of federal sales. In his new job 13 
market managers work directly under Hall, selling alumi 
num for such diverse uses as fabrication of trucks and 
trailers, pastes for making explosives and paint. “We'll 
continue the aggressive promotion and merchandising in 
aluminum that put Reynolds in its leading position.” As 
an example: Recent publication of a two-volume work, 
‘Aluminum in Modern Architecture,” published at a 


THEY'RE IN THE N EWS cost of $500,000 and distributed to leading architects and 


engineers . . . Like all of Reynolds sales executives, Hall 


BY HARRY WOODWARD will travel constantly. He likes to visit customers who 
have problems best handled at the executive level. 
I 
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TWA's New President 


Ihe Assistant Secretary of Defense has gone back to private industry. He's ¢ 
L. Burgess (center), 40 on December 31; handsome Virginian. With hi 


ment he becomes the youngest president of a major airline. 


arte! 
new appoint 
Surgess—who's run up a 
notable career record for so young a man—is not in the least the introverted intellectual 
As assistant to C. E. Wilson, Secretary of Defense, he had the responsibility for the 
welfare and productive effort of 4,000,000 people throughout the world. As president 
of “I'WA he'll be in charge of an airline serving 35,000 miles of routes in the U. § 


| urope, Asia, Africa. Even before he went into the Defense Department he had known 


re 


Governmental service. He put his organizational genius to work as consultant to P 


dent Eisenhower on White House, cabinet and staff organization. ‘The intellectual 


side of his personality flowered earlier, when he was assistant to the 


president of the 
University of South Carolina. And immediately before the Defense post he wa 
cxecutive v-p of the Citadel Life Insurance Co. ... A graduate of the famed Virginia 
Military Institute, he married a girl from his home town, Roanoke. ‘They |i 


moment, in McLean, in Virginia’s hunt 


r at tive 


country, have five daughte1 
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as a salesman: 
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Vaughn Monroe's 


TAKING AN ORDER for the first color set to be 
sold at Pomeroy’s in Levittown, Pa. . 


A Salesman NOW... 


RCA turns a TV personality into 


sales ambassador extraordinary 


Lhe indefatigable ribbon cuttér, autograph signer 
ind master of ceremonies shown on _ these pages | 
Vaughn Monroe, one of RCA’s most potent alesmen 
Not since the famous dog who is still listening to “his 
master’s voice” has the giant corporation to ind such 


i happy “trademark” for all its ware ; , 
M PUSHING RECORDS—including 
, onroe 


a singer (and ex-bandleadet who h; : 
: ;, ~~ Brooklyn's Abraham & Straus 
lelivered RCA’s commercials on so many major ‘TY 


hows—Producet howcase, Perry Como, et that 
he is instantly identified with the company throughout 
the count laking advantage of this commercial 
ognition and Vl onroe ; talent i al relaxed pon 
taneo performer! R¢ Ni routed i to some 7 


\ i publicist 
& Ieckhardt, In \lonroe is as likely 
i town to boost it ‘ommunity Chest 
to help i Store int! 1uce olo TY sets 
on a charity mission, local dealers 

ire alerted in time to plan a special 
him. Similarly, when he embarks 

hind hin 


NV lling to 


956 
In either iat 1 ustifi ; I nce an Ones isn 


stata nike many other nam ring 3 NATIONAL EVENTS, like the two political con 
prom onal i ( ventions last summer, feature a non-commercial! 
Wherever he go 1¢ | oice of : cal Monroe. At the Democratic conclave, above, he 


sang the national anthem and entertained. 
af paper 


SALES MANAGEMENT 


DISPLAYING RCA Estate range with a local 
dealer 


SPARKING DISTRIBUTOR MEETINGS, like this 
one in Wilkes-Barre, to kick off new sales pro 


grams for dealers, salesmen and the press 


ee baleen 
CHARITY DRIVES bring Monroe to areas (here 
he entertains in a Cleveland hospital for National 
Foundation for Infantile Paralysis) where he 
also sparks business promotions 


JANUARY 4 957 


in advertising: 


TV COMMERCIALS, like this one with Milton Berle 
have created national recognition of Monroe as “Mr 
RCA." He promotes products on the programs, then 


“sells” the programs on his junkets 


YOUNG. PEOPLE are receptive to Monroe’s public 
relations activities. As a popular recording artist he 
makes good copy for this group of high school 


editors in Tampa, Fla 


with store promotion: 


Vaughn Monroe's 
A Salesman NOW ... 


(continued) 


STORE TRAFFIC gets a huge boost from this 
typical Monroe appearance in Chicago 


PLUGGING COLOR TV is an increasingly im 


ANNIVERSARY HOOPLA celebrating Harry 
portant mission these days. In course of opening 


Price’s 50th year as an RCA dealer brought out 


color TV in Chicago he appears on local show 
9 PF Monroe and Roxanne to supplement local talent. 


LOCAL RADIO INTERVIEWS are a standard NEW STORE DEDICATIONS are another Monroe 
feature of Monroe's visits everywhere. All help speciality. Here he leads ceremonies marking 
to promote RCA-consciousness—and sales opening of new Maas Bros. store in Tampa. 
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More and more it pays to catch ’em 


young, according to a survey made for 
the Bureau of Advertising, A.N.P.A. 
by Eugene Gilbert & Co. 

The buyers in this market are boys and 
girls, 13 through 19, 


WHAT DO BOYS BUY FOR THEMSELVES? 


with their own money 


on 


How big is this market ? 

Almost 10% of the population — 
16,130,000 as of July, ’55. 

And in terms of dollars, these teen 
agers spend — on their own — in ex- 
cess of $9,000,000,000. 


All boys buying % 


Which works out to $558 per capita 
or more than $2 per store-day. 

Nearly | million of them have steady, 
full time jobs, nearly 5 million have 
part-time jobs during the year, nearly 
10 million during vacation periods, 


AND GIRLS? 


All girls buying, % 


Sports 
Equipment 


Shirts 


Slacks 


Shaving 
Cream 


Razors 


AND WHEN IT COMES TO INFLUENCING THE 
PURCHASES OF DAD AND MOM, HERE ARE 
SOME OF THE FINDINGS: 


Teens selecting, % 


94% 


Fountain 
Pens 


Sports 
Equipment 


Vacations 38% 


A slide-film presentation, “Tell It To The Teens” has 
been prepared by the Bureau of Advertising of the 
American Newspaper Publishers Ass’n, embodying all 
of the findings of the Gilbert survey among 4,940 teen 
agers, 
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Lipstick 


Hand 
Lotion 


Blouses, 
Sweaters, 
Skirts 


Lingerie 


Dresses 


OVER 1 MILLION OF THESE TEEN AGERS ARE 
MARRIED. 


They have babies at the rate of 
500,000 a year. 

And, of course, they read-look- 
listen. W hen asked what would be 
“hardest to be without” the teen- 
ers at opposite ends of the age 
bracket answered 


18-19 
YEARS 


18% 


| gene! 


ew oO) me 
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“Let ‘em walk out!" js the advice Jack Kuscher, left, manager, 


Photographic Division, Charles Beseler Co., gives his dealers 


for handling the discount shopper. 


Reason: |f the prospect does buy the $200 Beseler projector 
at a discount, Beseler tells the discounting dealer to send his 


profit on the sales to the dealer making the original demon- 


stration. 


Penalty: Failure of the dealer to prove that sale was not 


made at a discount, or failure to divvy up profit from that sale, 


means that Beseler will take away the franchise. To date, 40 


out of |,600 dealers have lost their franchise. 


So: 85°, of Beseler's sales are made outside of the big-city 


markets where discounting is rampant. 


How We Outthink Discount Houses 


BY JACK J. KUSCHER, Manager, Photographic Division, Charles Beseler Co. 


lhe Charles Beseler Co. is located 
n East Orange, N. J., some 25 min 
ites from New York City. 


who has been in sales for over 30 


\s one 


years | have developed a healthy re 
spect for that No. | marketing area 
In spite of this fact, 85% of our 
volume is done through dealers lo- 
cated away from the heart of markets 
such as New York and Chicago. 
My product s the Beseler photo 
graphic enlarger. It is made by a com 
pany that since 1869 has been a leader 
n still 
Photographic 


projection apparatus, ‘The 


Division has produced 


38 


an enlarger that is accepted by the 
photographer and ad 
vanced amateur as the “Cadillac” in 
the field. It sells for over $200 and 
obviously is not a turnover but a 
prestige produc t. You will agree even 
if you are not a camera bug that this 
product doesn’t sound like a country 
store staple. 

Then why did we, mentally and 
physic ally closer to metropolitan area 


professional 


selling than to the slower pace of the 
hinterland, conclude that our success 
lay outside the New York, Boston or 
Chicago markets? 


When we brought out the Beseler 
enlarger a little over three years ago, 
we decided that it would be retailed 
at a fixed price. ‘That was the policy 
I was to enforce. The dealers in the 
photographic field I knew intimately. 
Some of them were notorious price 
cutters. But, to be altogether fair | 
must admit that in the “camera rows” 
of major cities customers expect dis 
counts and shop stores to compare 
bargaining on the run as they work 
one dealer against the other. It is an 
atmosphere not unlike the 
buyers’ market in automobiles. For 


recent 
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A MARKET 

OF DEMONSTRATED 
BUYING POWER 
FAR IN EXCESS 

OF POPULATION 
INDEX 


Metropolitan Area Metropolitan Area 
Rank in Nation Total 


i seid wits Race Re anc ws ; 18 955,500 

Families site ) che eaten aU 314,400 

Effective Buying Income _ 17 $1,849,781,000.00 
Total Retail Sales ..05 $1,360,225,000.00 
Food Store Sales Ter Pee 18 $ 247,120,000.00 
General Merchandise Fado 14 308,658,000.00 
Home Furnishings ales oe 59,340,000.00 
Automotive Store Sales 17 253,048,000.00 
Filling Station Sales 18 67,824,000.00 
Drug Store Sales eae ie are 65,660,000.00 
Building Material and Hardware...... 12 100,841,000.00 


Quality of Market: 25.2% above national average 


Average Household Income $5,465.00 
Owner-Occupied Homes ; 61.4% 
Families Living in Single 

Detached Units... , 75% 


Sources: 1956 Sales Management Marketing Survey of Buying Power; 1956 S. R. D. S. Consumer Markets; 1954 
Community Studies, Inc. 
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Fis2rol. 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountains 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


FAST 
FOOD 


the magazine serving counter 
and tountain restaurants 


386 FOURTH AVE. “ley 
NEW YORK 16, N. Y. |... 
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He Sells the "Net Retail Price” 


For most of his 30 year career 


in sales Jack Kuscher has been 


involved in marketing photographic supplies: Before he joined Beseler 
he was with DeJur Ansco Corp., where he was sales manager and v-p 
from 1939 to 1950. He founded the Photographic Division at Beseler. 


At one time he was with Gross Distributors, New York distributors 
of such products as Lewyt, Stromberg-Carison, Magic-Chef. He took 
on the job with Beseler, selling a good product at a fixed price. He 
knew what not to do, having seen so many major companies make 
feeble stabs, spend great sums and finally capitulate. Though the 
words “fair trade” seldom pass his lips, his arguments make his case 
for fixed pricing—or, as he calls it, the net retail price. 


PO LL A 


some in the photographic field this | 
the norm. How was I to carry out 
the company policy of a fixed price 
with stores whose margin of profit 
was based on their skill in high-pres 
sure wheeling and dealing? 

Reports from “shoppers” I had en 
gaged to visit stores began coming in 
One man shopped a large, discount 
happy store in Boston. He had asked 
to see the Beseler and that was about 
the only service he got. He was shown 
it, period. ‘The salesman knew only 
rudimentary facts about enlarging, 
nothing about the features of our 
unit. As the shopper sought technical 
information, the salesman, anxious 
either to close the sale or move on to 
someone else, changed the subject to 
price. “I can give you 25% off on 
another line that’s just as good,” he 
told the customer. Reports like these 
helped to determine what our mar 
keting effort was to be. 

It was obvious that we had to have 
a dealer who was our right arm, who 
could give a thorough, intelligent 
demonstration of the product and who 
would provide the many services a 
customer feels entitled to on a pur 
chase of this type. 

Another requirement Was: prom 
nent and permanent display space. 

We were beginning to see the light 
We knew the kind of store that was 
not cooperating because it worked on 
a small profit margin and had no 
time to teach the prospec tive customer 
the proper use of equipment. This 
kind could not be a franchised dealer. 
Nor could the dealer who “‘switched”’ 
quickly to a competitive line in his 
eagerness to comply with our fixed 
price policy. 

A comprehensive analysis of market 
potentials throughout the country 
produced the fact that a major por 
tion of business on products like ours 
could be obtained from dealers out of 
the big cities. Therefore, without any 
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regard for population cutoff, because 
many dealers were located in buying 
centers which recognized no popula- 
tion center but existed because they 
were focal points for customers lo- 
cated in outlying areas as far as 50 
miles from the center, we began to 
pick our spots. ‘This survey, inci- 
dentally, was based on SALES MAn- 
A\GEMENT’S Survey of Buying Power 
coupled with personal marketing 
studies I made on a two-month trip 
to every buying center in the country 
in 1953 and, again, on a two-month 
trip in 1954. 

During a call on a camera dealer 
in Newton, Mass., I noticed a dis 
tinguished-looking customer. The 
gentleman was a successful photog 
rapher who already owned products 
of another manufacturer. Nonethe 
less, he was eager to acquire any unit 
that proved to be superior. He wanted 
all the information available on our 
enlarger and its accessories. 

Reports from my men and dealers 
indicated a large number of prospec 
tive purchasers like that man in New 
ton, perfectionist craftsmen seeking 
the best tools. Contact with these po- 
tential buyers could be obtained only 
by the dealers in their immediate 
vicinities. The importance of directing 
our efforts to local dealers rather than 
the impersonal merchants of the large 
city centers was reiterated. Finally, 
there developed a buying phenomenon 
that has been repeated and repeated 
in the course of this marketing cam 
paign. 

It works this way. Joe Smith lives 
in suburban Englewood, N. J., and 
commutes every day to work in New 
York City. On a Saturday afternoon 
Joe drops into his local camera store. 
He is given a demonstration of the 
Beseler and likes the product. When 
told the price, he asks for a discount. 
Assured that there is none, that he 
cannot buy it for less anywhere, Joe, 
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poker-faced and hardly convinced, 
makes his exit. On his lunch-hour 
Monday Joe strolls over to a Man 
hattan store known for its bargains. 
When he learns to his amazement 
there is only one price for this en 
larger, when he is satisfied that a 
price-cut is impossible, Joe heads back 
to his local store. He preters to make 
his pure hase in I nglewood or 
wherever he knows the man, where 
he will regularly buy supplies, get in 
structions and services or just drop 
n to talk shop. All Joe asks is that 
he not have to kick himself for learn 
ing later he might have bought it for 


less if he had shopped. 

By avoiding the big-city ‘camera 
row’ stores, we developed a solid 
lealership interest to cooperate with 
is. Of course I knew that some of the 
dealers at the outset agreed tongue 
in-cheek. I’m sure some mused quietly 
that they could work the trade-in al 
lowance to cover the discount or one 
or another device. Others were with 
is all the way in spirit but had some 
grave doubts as to their self-control 
n not switching to a competitive line 
quickly if the prospect was out for 
price only. Our program won them 
over tor one reason: we gave our 


dealers security. 


Three Requirements 


‘There are three things we ask of 
every franchised dealer among whom 
are all the Eastman Kodak stores: 

Ihe Beseler must be given promi MOVING TIP FOR SALES MANAGERS: 
nent and permanent display space. 

2, At least one salesman must be ry ° 

~s 4 « « « . 9 ‘ . 

? » 66°. . p ° . 
able to give a complete and intelli Mayflower “Tailor-Made” Service 
gent demonstration of the product. ‘ 

ot Ae SOE AE Ey a Assures Reliable Exhibit Schedules 
full retail price. 


We ask a lot from our dealers. We 


give a lot too. In the general met Tailor-made is right! Mayflower’s moving experts study the individ- 
chandise field there is one sin which ual needs of your display ... work right with the builder, if necessary. 
every young salesman is urged to avoid They help you plan and synchronize the moving schedule . . . provide 
at the cost of his soul: Never let the “exclusive use” van service, if desired... storage and extra help when- 


customer “‘walk.”’ We, on the othe 
hand, urged each dealer to do exactly 


ever and wherever it’s needed 


The Mayflower van operator in charge of your display is scientifi- 
hat with every prospect to whom a cally trained in this type of moving ... his helpers especially briefed on 
demonstration of the Beseler en ‘ 
your particular job 
larger was made. 


I “_ ee aie _ Whether it’s a single booth or a whole fair... whether it’s one stop 
can ge at a better price ‘ 

r os . r r a we t id the or ten... move it by Mayflower. You'll sleep better at night! 

ou custome l Say, > TOM ic r 

dealer. Let him try. Simply request AERO MAYFLOWER TRANSIT COMPANY, INC.-+ INDIANAPOLIS 
that if he can’t do better on price that 


he return to your shop and buy fron 
you. But let him walk. We knew we ae 

could protect the dealer through the AERO 

plan we now call our Dealer Security yfl ig 
Program. First, he was instructed to : Ti owe (7 
send in the name of any prospect given ; - psn WIDE 

a demonstration of the product. At FURNITURE MOVERS 

the factory we kept that name on file 
Should the sale be made, in fact, by 


a second dealer, the first dealer is en Clneriead (nel long-dklinet panning MU 


titled to a report of the terms of the 
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sale. This means the second dealer 
must give our field man a transcript 
of his sales records. Refusal is a vio 
lation of the franchise. If, in our 
opinion, the sale does not comply with 
the franchise agreement, the dealer is 
given an opportunity of keeping his 
tranchise by virtue of one and only 
one act of good faith: He must pay 
liquidated damages 
visions of the 


based on pro 
franchise agreement. 
This is equal to the profit on the sale 


which the dealer must pay over to 


Beseler 


yOuURNAL + TOURIST COURT JOURNAL + TOURIST COURT JOURNAL + TOURIS, 
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| "2 
OF A SERIES 


(The truth about this market is stranger than fiction) 


act: 
= 
that $3,900,000 will be spent in the next 


12 months by motel-tourist courts 


for carpeting alone. 


C: 
aAcCvU: 
that the audience you reach in 
rOURIST COURT JOURNAL 
operators who represent the backbone of 


the industry 
for carpeting in the year ahead. 


When you talk to the American Motel Market, 


put it in the —Fournal 


For 20 years TOURIST COURT JOURNAL has 
been the pioneer, the leader, the acknowledged 
spokesman of the tourist court-motel industry. 
Result? It is the fountainhead of authentic 
information on this $5-billion market 

Want fresh facts and figures? Then send for 
INSIDE INFORMATION. It covers everything that 
goes into the construction, furnishing and 
operation of motels, What's more, it proves 
beyond question that TOURIST COURT JOURNAL 
is your “best seller” in reaching this 
phenomenal market. Simply write Lee 
Hainline, Advertising Director, Tourist Court 
Journal, Temple, Texas, and say: “I want 
INSIDE INFORMATION. It’s yours for the asking ! 


TOURIST COURT JOURNAL * Temple, Texas 


‘The obligation to tell us and/or 
a fellow dealer the terms of his sale 
is an essential of the program. We 
are in the middle of a network of 
activity. It is a dynamic program for 
we are obligated to painstakingly in 
vestigate every complaint. 

That you will agree is security. 
Yes, we get complaints that are un 
founded, But we are happy to in- 
vestigate each of them and make a 
report. ‘he professional shoppers we 
hired in the early days are no longe 


needed. ‘The dealers police them 


2) 
A 
> 


made up of motel 


will spend $2,632,260 


4Stanoi- Vwnanor 1UNOD LSIUNOL- IWNBNOS LUNOD 1S1BNOL- TYNSNOL LENOD ASIBNOL - TWNUNOSL LBNOD isianoi - wNeN Ot 


selves. ‘They know we will protect 
them. 


The number of dealers who have 


learned the hard way, that is, actually 
made out checks to us for the profit 
since we started, is 40. In the past 
six months we have investigated 15 
complaints from our dealers around 
the country. Of that number 75% 
were found in violation. 

The profit from the sale of one 
Beseler is equal to the sale of four 
of the competing unit. The lesson is 
learned slowly. 

We have 1,600 dealers today. Be 
cause of the direct personal service 
our method of doing business de 
mands, we can handle a maximum of 
2,500 and hope to achieve that goal 
in the next two years. 


Subject of Ads 


To help get the message to the 
dealer we spend $100,000 a year on 
advertising in such media as Photo 
Trade News, National Photo Dealer, 
and Photo Developments. The terms 
of the franchise are often the subject 
of these ads. And, we have an unde 
termined amount of cooperative news 
paper advertising in which we par 
ticipate with the dealer. ‘The letters 
we get from dealers reveal thei 
amazement and gratefulness that we 
will go to the lengths we do to en 
force the Dealer Security Control 
Program. But why shouldn’t we? We 
have one of the best plans I know of 
for keeping in day-to-day touch with 
our dealers. They constantly send us 
cards and reports, as we do to them. 
‘They are committed to giving us dis 
play space and a good presentation. 
The customer benefits because the 
dealer does not begrudge the extra 
services we ask him to perform afte: 
the sale. He has made a full profit 
and we get the benefit of word-of 
mouth satisfaction from the customer. 
We have a sales tool. We prize it. 

From the outset we have acted 
realistically in making our program 
work. If we were to give the cus 
tomer the proper information and 
service, we had to rely on an inter 
informed dealer. Since we 
needed that dealer, it was only fair 
to insure him a full retail profit for 
his effort. We knew we could not 
sell through distributors, for our pro- 
gram requires more time than is 
usually afforded one line. We knew 
there could be no criticism of slow 
movement or even non-movement of 
the merchandise. We knew that we 
had to keep our production in line 
with accurate, rather than optimistic, 
sales estimates to avoid the pressures 


which stem from heavy inventories. 
The End 


ested, 
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How we select Cli 


The fact is often overlooked that agen ies do select 
clients. They appraise the desirability of prospective 
accounts just as clients appraise agencies. 

But there is a great difference between agencies in 
the realism with which they appraise prospective 


accounts, and their ability to serve those accounts. 
We ask ourselves two basic questions: 


First: Can we honestly consider ourselves equipped to do 
a good job for this client? Of course we have the 
physical facilities, the departmental functions. But 
do we have effective knowledge of his field of 


marketing? 


On several occasions we have been offered accounts 


in fields completely foreign to us. We have declined 


them—because to accept would have been not only 


unfair to the client, but damaging to our own repu- We have followed this policy of client appraisa inal 

tation in the long run. self-appraisal ) since oul beginning 

There are other fields in which we have no clients, A few of our chents have been with us a relatively 

but in which we have (in our people) a considerable short time, and we hope we will never stop addin 

breadth and depth of successful experience. We new ones. The great majority we have served any 

actively look for accounts in those fields. where from five to twenty-five vears. One has been 
with us almost forty vears. It's the first account we 


Second—we ask ourselves; in evaluating a prospect: 
evel *‘selec ted’, 


Do we and they play by the same rules? 


Do we see eye-to-eye with them on the ethics of 
doing business, for instance? On our mutual respon- lt a | 
sibility to the customer? On the power of advertis- ars er, a ’ 
ing as a profit-making tool, and on its limitations? 
On the role of an agency as a full partner, rather obh t 

( ) genc: partne ither ar and . ne: 


than as a mere supplier of words and pictures 


on order? 


If we can answer both the first and second question AP VER Tt &S§ tt BS CG 


a ‘ 1 »w that here ts an oppor : , 
favorably, we know that here is an opporluniy to build CHICAGO + PITTSBURGH « NEW YORK 


an agency-client partnership thal can grow more pro- AFFILIATES 
PUBLIC RELATIONS * BURSON.MARSTELLER ASSOCIATES. INC 


duc live lo hoth parltes with each Year of working logether. MARKETING COUNSEL ¢ MARSTELLER RESEARCH, Inc 
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Circulation comparisons are 
based on figures reported to 
the Audit Bureau of Circula- 
tions by each newspaper for 
the six-month periods ended 
Sept. 30, 55 and Sept.30,'56 


408,150 


399,886 NRK PC 408,194 
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| WIDENS 


The New York Journal-American now tops the 
World-Telegram & Sun by 130,000 families - 
reaches 290,000 more families than the Post 


URING the six months ended Sep- 
tember 30, 1956, the average daily 
circulation of the New York Journal- 
American soared to 703,449—a spectacular 
gain of 50,000 families over the same six 
months of last year. This marked prefer- 
ence for the Journal-American has con- 
tinued throughout the year. 
Think of what this means in terms of sell- 
ing opportunities! 50,000 new families 
more people than the entire population of 
New Haven, Conn.—added to the biggest 
daily home-going circulation in New York, 


the greatest market in the world! And 
these impressive circulation strides were 
made in every section of New York City 
and in every community in New York's 
rich suburban area. 

Cold, factual studies show that the cover 

age of the Journal-American closely par 

allels the pattern of sales opportunities in 
this market. No other newspaper can pro 

vide you with this kind of evening coverage 
at the family level. Put the Journal-Amer- 
ican to work for you. It’s your door-opener 
in more than 700,000 representative homes 


90% of the Sunday Journal-American’s cit 
culation gain was in the rich, accessible city 
and suburban area. No far-flung “Scatter 
ville” circulation here! The Sunday Journal 


SUNDAY CIRCULATION—882,925 | 


an increase of 27,078 families 


American now reaches 50,000 more city and 
suburban families than the Sunday Times 
325,000 more city and suburban families 
than the Sunday Herald-Tribune 


— ——— —_—4 


more and more people are reading the bigger and better 


NEW YORK 


Journals 


AGATA 


Represented Nationally by Hearst Advertising Service Inc 
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5 American 


Offices in 15 Principal Cities 
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& “Operation Step-Up” in operation at the Canton (Ohlo) Repository. 


Newspapers Use Single Text 


To Train 7,500 Space Salesmen 


Dailies adopt |3-part training manual, sponsored by 
Newspaper Advertising Executives Association, to teach 
the ABC's (and XYZ's) of newspaper selling. But each 


paper tailors the course to its own local situation. 
|) Oper ‘ ewspapel linaye both national and 
-Up?” Probably not. It's neither local, stood at a high of $2.7 billion 

| ine i Pentage It got off the ground early in 195 

It hasn't been discussed at nd apparently met some success, be 

UN and it isn't likely to be iuse advertising revenues that yea 

1} he “Opera as been i eached $3.0 billion. ‘Vhe training wa 
itional pe he | S. and ndoubtedly a factor, even though ad 

\ ula ind it has gained stature ertising expend tures in other media 

elling | ( as one of the rose, too 

mo omp ehensive training Last year, 1956, after 7,500 sales 

( la hed with “sales men from several hundred newspapers 

objective had completed the course, it looked 
()peratio tep-U] a new is if the program had really paid off 
paper program. It was born just two Revenues for most papers were run 
igo wl the doll ol ‘ t ing 8°) to 10° higher than 195 


4é 


ind some dailies were boasting ever 
yreater gains. 

“Operation Step-Up” (and its cu 
rent successor “Project Follow 
Thru’) is sponsored by the News 
paper Advertising Executives Asso 
iation. It was the leaders of this 
group who met in Chicago in the fall 
of 1954 and drafted the idea of up 
grading the selling techniques f all 
newspapers. Phillips Associates, a Ch 
ago sales consultant organization 
was engaged to survey the industry 
determine its needs and prepare a 
complete training program that could 
be given by local newspaper stafts at 
the local level. 

Phillips Associates made a compre 
hensive study. It noted that the na 
tion’s 1,700 newspapers, while similar 
in many respects, varied considerably 
in their local selling operations. Each 
paper had to consider its competition 


the local attitude toward the news 
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Successful 


1957 


Sherwin-Williams... 


is the world’s largest producer of paints and varnishes, 

accounts for 19°%, of US output.* But its size alone is not 

an index of its service to the American home and industry. 
Size by itself frequently is not a significant index of true 

value. Consider, as an example, SuccEssrUL FARMING. 

Chis magazine has only 1,300,000 circulation, but by itself 

reaches 42°%, of all farms earning $10,000 or more. 
SucCESSFUL FARMING farmers carn more because they 


produce more—53°%, of all corn harvested for grain, and 


sell more than 57°, of the hogs, 38°), of the cattle and calves, 
44°, of the dairy products. In 1955 they averaged more 
than $10,000 cash income from farming alone, and are 

five figure prospects for quality merchandise, 

In the aggregate, the SF farm audience represents a blow 
of buying power worth $11 billion, equivalent to anothers 
national suburbia. With constantly rising living standards, 
SUCCESSFUL FARMING farmers and their families are the best 
class market in the US today. 

SuccessFuL FARMING offers a value not shown on the rate 
card — the confidence and respect of its readers, based on 
more than fifty years of service, helping its audience live 
better and make more money. 

‘To get most sales from the US market for all quality 
products, and to balance national schedules, every national 
advertiser needs SuccessrFuL FARMING. Ask the nearest 


SF office for all the facts. 


*Source: The Value Line, Nov. 26, 1956 


Merepiru Pustisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles 
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paper, tl ompetence of its stall an 
other irreconcilable variable (_Lonse 
quently Phillip decided to turnish 
the tools for a training course and 
let each newspaper build its own pro 
gram 
Ihe course, as finally developed 
ills tor heavy participation on the 
part oft the salesmen themselve 1 
group leader is selected by each paper 
to head the training class. He ha 
zable amount of work to do in col 
lecting the sales statistics and infor 
mation around which each sales pre 
entation made Thi material ol 
erns the local newspaper only 
I he program wa left as flexible a 
po ble In ome Ca es the advert ny 
nanager act is the group leader; in 
ther hi assistant In till othe: 
ist ertain ile men are i yned 
portion of the 13-week progran 
ome dailies rotate the group leade 
hair among their salesmen 
lhere are two ile manuals ba 
the surs¢ one a 1/3 page loose 
eal trainer manual divided into | 
lessor the other a trainee manua! 
vhich inilarly divided and cover 
erything from etting up the ale 
ill to handling objections and, of 
oOurse i riety of wa to achieve 
i ce ! | close 
It | ippe ted to thre parti pating 
ewspapel that the y hold one two 
hau ession weekly over i three 
nonth period. During that time, the 


leacte tally learns as mu 


group 
Wout traiminyg a h men learn about 
‘ ling His manual ives him ug 
restions on how to develop participa 
on b ill; how to illustrate ile 
point how to personalize ind loca 
lize all topics covered. Perhaps most 


hallenging to him is the ta k of mak 

mf the ec c equally interesting and 

eq illy valuable to the ale 
im and the recruit 


veteran 


lhe NAEA anticipated these prob 
len the group leader k t in lude 
f{ ~ hart recording and a iriet 


PUBLISHED BY CAPPER PUBLICATIONS 
LARGEST AGRICULTURAL PRESS IN THE WORLD 


of other props to help ( hange the pace 
and stimulate interest. 
lhe trainee’s manual grows to 188 


oe 
ges 


pi during the course. Each week 
he is given a section tor study, which 
arries him through one important 
phase after another of the sales inter 
‘The forth 
steps in a presentation : 


(3 


view, course sets seven 


najor sales 
) 


1) approach, (2) illustration 


demonstration, (4) trial close, (5) 
verification, (6) review, (7) final 
close 

ach week, salesmen present a skit 


for which they are given copy. ‘They 
are encouraged to present their own 
skits 
between a prospect 
Additionally, 
tween a 


as well. ‘hese involve situations 
and a salesman. 
a recorded situation be 
salesman is 


prospec t and a 


ented each week. 
Course Well Received 
NAEA Secret 


| 
na been 


Robert 4 
with 


ary 
| 

swamped letters like 

executives: 


best 


these trom newspaper 
"ae is the 


sales-training that has 


progran 
1 newspapel 
been developed in my 21 years’ exper 
Not 


running high 


has enthusiasm beer 


but 


way up and our space is nicely ahead 


Cnee only 


our contracts are 
this course 


but 
they are 


my men entered 


with mental reservations, now 


f weeks working 
like Trojans.” 
| ery week | ce 


better understanding of 


ifter eight 
results in the 
media tea 
tures, proper handling of the competi 
tive situation, much better use of testi 
nonial procedure, smoother handling 
of the benefit approach and _ positive 
proot ot the visual aid. 

Statt asked 


ontinue discussion of Chapter 6 


for extra session to 


It is always difhcult to trace re 
ults directly to a training or adver 
tising program but newspaper alter 
newspaper seems to feel that the 
ourse has more than paid for itself 


(one West \ irginia manager 


Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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stated: “Since we started ‘Operation 
Step-Up,’ we have sold 67 new con- 
a! 

In a six-week period during the 
middle of one of the several courses 
run at the Chicago Sun-Times, 40 
new accounts were brought in. 

Another newspaper reported: ‘As 
a direct result of our participation 
we signed 174 new contracts.”’ 

The publisher of a small North 
Dakota daily notes that his four sales 
men sold 16 new accounts as a result 
of “Operation Step-Up.” 

From a cost standpoint “Operation 
Step-Up” is relatively inexpensive 
Newspapers pay according to their cir 
culations. A small daily with fewer 
than 10,000 subscribers can get the 
complete course for just $50, plus $2 
for each training manual needed. A 
large metropolitan daily—over 600, 
000 circulation—can participate the 
same way, but its fee is $1,000. 

NAEA’s Robert C. Pace has lived 
with “Operation Step-Up” for its 
two-year life. He’s reasonably proud 
of its success. He sayS, “The outstand 
ing thing to me about the program 
is that the NAEA Committee 
posed of Chairman Louis E. Heindel 
advertising director, San Jose (Cal. 
Mercury and News; Stanley Ferger, 
advertising director, The Cincinnati 
Enquirer; Walter Kurz, advertising 
Charles 
direc tor, The 


and It 


com 


manager, Chicago Tribune; 
8. Lord, advertising 
Indianapolis Star and News, 
win A. Simpson, advertising director 
St. (Fla.) Times 
proac hed the problem with an 
mind and accepted the prescription in 
full of a 
(Phillips Associates ).” 

The NAEA within recent months 
has followed up “Operation Step-Up 
with “Project Follow-Thru” in those 


Pe tersburg ap 


open 
specialist 


sales training 


newspapers that have completed the 


first course, This is basically a re 


fresher, but it is meeting with similar 


enthusiasm and results The End 
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and again in |956 
The Post-Gazette 
scores another 
all-time high 


In advertising 


Few newspapers in the nation—certainly no 
other in Pittsburgh—can point to such a record 
as the Post-Gazette’s! 


Imagine! All-time record highs in total adver- 
tising in five of the past six years! It might have 
been six out of six except for Pittsburgh's de- 
partment store strike through all of 1954. 


1956 was the biggest year in our | 70-year his- 
tory. Yes, more and more advertisers are turn- 
ing to the Post-Gazette to build their sales in 
America’s eighth market because .. . 


Something HAS happened in Pittsburgh! 


Pittsburgh Post-Gazette 


Fastest Growing Newspaper in America's Eighth Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
Sources: Media Records 
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“the news and information 


ln New Britain, Conn 
had thie 
talkin with (cerald Ml 


we recently 
SPCFicncs ol 
Fletcher, 
Advertising for ‘The 
Work and an outstandin 
Hhiatl. Mr 
bletches jornmed the Stanley organ- 


ple i init { 


Director of 
Stanle 


mdu trial idvertisin 


vraduating 
College in 1925. kver 


ince 1933. he has been re sponsible 


iZation hortly ilter 


from ate 


lor thie direction md coordination 


of the COMpary extensive adver 
Lisit rc lLiville Among other 
than wi aiscu alsothe Hpor 


tance ol trade and indu trial publi 
cation mad | tise of them Llere 


are the high ol the mterview: 


Q m Fletcher, just how do you 
describe The Stanley Works? 


t st ‘ 
| We ine ( lucture ola 
rit np I i! lH i 
i ye el ! ( 
col it ) lL strappu 
' etal stamp trial coat 
i i jal la i 
clrape ye iltie 


Q How old is The Stanley Works? 
Ai tarted 115 years ago—in 1842 
Q Here in New Britain? 


Ay. At first we manufactured hing 


volts anal o on bardware. Lat 
Phen we ‘ il An oO ou 


Q When did advertising first come into 
the picture? 


A just about 70 


Q And your early advertising appeared 
in the trade press? 


A cl vel | { til mich 


later that we wiertook a co mer 


Qpdo your campaigns in trade and 
industrial publications still account fora 
major part of your advertising effort? 


A Th 


they account for more than 508, of our 


certamly do. Otffhand Pd i 


total advertisin investinent Here if 
Stanley we have a firm belief that unl 

the trade and mdustrial field is covered 
ill other advertising activi- 


ple tel 
tie ine uch less eflective 
Q How many trade and industrial pub- 
lications do you now use? 


A \pproxinat 


115 


Q What is your basic philosophy with 
regard to space advertising? 


A Well. w 


yell a ill other forms of adver 


believe that space acdvertt 
tisin mitist prove its worth In other 
word the money we spend must show 
evidence of return. In this respect | am 
ure we are no ciflerent than most other 
b ivertiser We all want to be abso 
lutel certain not only that our advertis 
iti l well written and well illustrated. 
but also that at ippears where it assure 
i public tions 


result where it is seen 


i ad by customers and prospect 


Q Previously you said something about 
your belief that no advertising could be 
truly successful if the trade field is not 
covered. This, too, is a part of your 
philosophy, is it not? 


Alt is. We 


groundwork for any successful sales pro 


firmly believe that the 
gram must begin at the wholesale level 
The man who is going to sell your 
product whether a hardware dealer o1 
the wholesaler, must be presold on it 
Unless he is, any job done at the con 
sumer level can’t be as productive as it 


should be. 


Q And what is the basic objective of 
your advertising? 


Aw. ip 


proach the effectiveness of the salesmen 


expect the advertising to 
lo present merchandising plans. To do 
missionary work, To get across to every 
level in distribution the realization that 
we know that our SUCCESS 158 based ol 
their selling the product with ease and 
proht We expect the advertising not 
ouly to sell Stanley quality, but also to 
ell our conviction of a re sponsibility to 
our customers, We expect the advertis- 
img to make the work of the salesmen 


more ellective 
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gin 8 


they must have to succeed” 


Qi imagine that with the high cost of figures, experience and judgment, we 


Q Do you believe that the importance 


the average sales call today, your figure up the cost and ask for budget of the trade press is increasing? 
latter point is mighty importanf. approval 
A Indeed it is. I believe that it is quite Q What are your thoughts with regard A Very definitely. I think the reason can 
possible to demonstrate that inanage- to the importance of today's trade and be found in plist one word—authorita 
ment can no longer afford not to use the industrial publications? tiveness. Today's leading trade and in 
trade press in close support of the sales dustrial publications are authorities in 
force. A\ believe | have already indicated their fields, because they are stafled by 
their importance to our program, We people whose trainin ind interest 
Q Do your salesmen recognize the value have used them for manv vears. and we qualify them as such, Their editors and 
of the support they get from advertising? are using them im mereasing number writers have firsthand knowledge of the 
We feel that they serve a Linge fusnac fields they sCT VE Men in any tract 
A Yes they do, and there is a very good tion, for they enable us to tell our cus industry or profession determined to 
reason why they do. Our advertising tomers and prospects about Stanley move ahead know very well that in the 
programs are thie programs of our sales products under ideal circumstances pages of their track pr they can get 
managers. All advertising we undertake when they are actually looking for the the news and mformation they must have 
has been worked out with our sales man- things we have to say and sell] to succeed 


avement and has its endorsement. After 


all, our one reason for advertising is to 


help promote sales to help the salesman 
; ; 
do a more effective and efhicient job, and Phrough the use of trade and industrial publications you are able to 
it as quate obvious to us that any adver 


j Communicate with your customers and prospective customers ib an 
tising we do must be im complete accora 


with the objectives of the people respon atmosphere that 1s natural to them and most productive for you. In this 
ible for making sale respect, today’s reliable business press serves a purpose undupli ated by 
Q Does each of your divisions or sub- any other selling force. 

sidiary companies have an advertising 


organization? Chilton public ations cover them chosen fields with an editorial excellence 


and a strict control of circulation that assure contidence on the part ol 
A They do not have independent adver- 


readers and advertisers With such acceptance VOCS a proportionat 
tising organizations However, each 


’ Chilton 


COMPANY 


~—— 4 ! wn ‘ / 


S¢ lling powe r. 


clivision has its own adve rtising manager 
or supervisor who is a member of Phi 
Stanley Works Advertising Staff. Our 
efforts are untied to imsure that the 
advertismyg of each division not only 
does the best possible job for that divi 
ion, but also adds its unpact lo all other 


Stanley advertising 


Q How do you arrive at the advertising 
budgets for your divisions? 


Aw: use the task method Work CHILTON PUBLICATIONS Depa tment Store Economist e Hlardware Ave 


mg clo ely with the division sale s than 


The Ir i Age e Jewe el qa jlar-Ke t e¢ « Distributio Ave « Motor Awe 
ager, we first decide on the job to be Automotive Industries ¢ Optical Journal and Review of Optometry ¢ Spectator 
done. Next we determine how and where Commercial Car Journal « Boot and Shoe Recorder « Hardware World 
it can be done, and, finally. using facts, Gas e« Electronic Industries « butane-Pre pane News ¢ Book Division 
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AT HIS FINGERTIP 


Your client, your idea, your planning, 
your spot all are dependent upon 
the move this hand makes nou 


This final move is the most important 
one for it vitalizes your efforts, deliver- 
ing your message to Eastern North Caro- 
ee se . lina. You needn’t worry. The move will 
At WNCT this is an “old hand” skilled be the right one. WNCT advertisers 
through experience in precise produc- know that! 

tion. With Emily Post-ish exactness, 

this hand “does the right thing at the 

right time” hundreds of times a day, 

completing work initiated and develop- 

ed by people he’s never seen 


Greenville » ME. 
<ten D rammant cas 7 


REPRESENTES MATIONALLY BY HMOLLINGEERY 


SALES MANAGEMENT 


WORTH WRITING FOR. 


Product Use in Minnesota 


Seventh in a series of semi-annual 
surveys of brand standings and prod 
uct use in the Minneapolis, Hennepin 
County and Minnesota markets. 
Fifteen subjects are covered in the re 
port, mostly tood products and appli 
ances, including television set owne1 
ship and use. Four new subjects have 
been added: frozen turkey pies, frozen 
beet pies, frozen dessert pies, and elec 
tric try-pans. Some of the highlights: 
Liquid shampoos continue to be more 
popular as cream shampoos decline in 
use. Food store ice cream buying con 
tinues to increase apparently at the 
expense of drug, ice cream and dairy 
store sales. Among toothpastes, fluor 
ides, in their first year in the Minne- 
sota market, make a good showing in 
homes. Steam hand irons are now in 
51% of Minnesota’s 902,000 homes, 
compared with 24% in 1953. Most 
major appliances continue to find their 
way into more homes. Copies of 
“Minnesota Homemaker Survey No. 
7” are available from William A. 
Cordingley, National Advertising 
Minneapolis Star and 


\anager, 
Tribune, Minneapolis 15, Minn. 


The Spokane Market 


A really big market. According to 
a new fact book, it is comprised of 
States 


36 «counties in four eastern 


Washington, northeastern Oregon, 
the Idaho 


Montana. Not only is it four times 


Panhandle, and western 
as big as its metropolitan center in 


population, income and _ sales, it is 
bigger than any western metropolitan 
area except Los Angeles-Long Beach 
and San Francisco-Oakland, and 
bigger than seven of the 11 western 
states. With 43.99% more people than 


in 1940—as compared with a U. S. 


gain ot 25.9; its numerical increase 
topped that of 22 states and its growth 
rate exceeded that of 39 states. Net et 
fective buying income is $1,800,456, 
Q00—more than 15 individual states 
and more than any but the top 18 
metropolitan areas. Income per capita 
is $1,660—49 higher than the U. S. 
average—and exceeds that of 33 
states. Retail sales amount to $1,313, 
678,000, a billion dollars more than 
in 1939, Data include 
characteristics; home ownership; net 


population 


effective buying income; retail sales; 
lumbering; mining; manufacturing; 
Spokane market figures by counties; 
establishments 
Spokane 
power trom 


agriculture; business 
in Spokane market 
county wholesale trade ; 


dams; the Columbia Basin. Illustrated 


Cities ; 


including 15 
maps. For your copy of “The Billion 
Dollar Spokane Market,” write to 
V. H. Davey, Manager, Promotion 
and Research Department, The Spo 
kane-Review and the Spokane Daily 
Chronicle, Spokane, Wash. 


in color throughout, 


Regional Shopping Centers 


Are they a threat to the downtown 
shopping area and older “main street”’ 
suburban business districts? “This 
study of the Cross County Shopping 
Center, Yonkers, N. Y., made by New 
York University School of Retailing, 
provides data which will help to 
assess the effects of this new kind of 
retailing competition and to develop 
measures for assuring continued sta 
bility of olde: shopping areas of the 
country. It examines the quantitative 
effects of the Center on sales of ad 
jacent relates 
these changes to such factors as time 


shopping areas, and 


distances from shoppers’ homes to the 


Center, character ot shopping facili 
ties in areas which lost customers to 
the Center, availability of 
space in affected shopping areas, typ 


parking 


ot goods generally purchased at the 
Center, and the income level of th 
1955 sales at the Center 
$73.5 million. 


total sales in the areas that have lost 


shopper . 
were over However 
shoppers to the Center have shown 
an increase despite the loss. Copies ol 
“An Analysis of the Cross Country 
Shopping Center and Its Impact on 
lestablished Shopping Areas” 
obtained Hugh R 
Westchester Department of Planning 
910° County Ofhce Bldg White 
Plains, N. Y. 


may be 


trom Pomeroy, 


New England Industry 


‘This pocket size fact book tells 
how and why New EI-ngland industry 
keeps on growing. For instance, in 
personal income New Englanders ex 
ceed the national average by 10% 
Income payments to individuals 
totaled $18.9 billion in 1954. ‘Total 
employment in 1956 reached 3.7 mil 
lion. Wholesale and retail trade has 
pushed up to $21.1 billion a_ year. 
With only 20% of the nation’s land 
area and 6% of its population, the re 
gion does almost 100% of the country’s 
manutacturing. One and a half mil 
lion workers with an annual payroll 
of over $5,500 million are at work 
Only | in 9 of 
Mid-1956 non 


farm employment rose to 3.6 million 


in plants and mills 
them is in textiles, 
workers. Manufacturing production 
has advanced, since 1939, from about 
$4 billion to more than $15. billion 
annually, Since 1939 the number of 
manufacturing plants has jumped by 
8.000 to 24,000. For your copy of 
‘How and Why Industry Is Hum 
ming in New England” write to An 
thony Glavin, Director, New Eng 
land Newspapers Advertising Bureau 
516 Statler Bldg., Boston 16, Mass 


CONSULTING ENGINEER 


is now running (January through November) 


339 Ad Pages 


ahead of last year — an increase of 69.5%, 


112 New Advertisers in 1957 


For the first time you can reach this important specifying group in a pub- 
lication aimed exclusively at the consulting engineer 


Let us tell you about our magazine and its services 


CONSULTING ENGINEER 


The Consulting Engineer's Professional Magazine 


IN BP 


227 Wayne St. 


SPA 


St. Joseph, Michigan 
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Ik. W. Dodge Corporation and The 


are very glad to announce 

the knowledge, experience and 

in their service to the 

hospital professions. The separate 
publications and services 

we believe the already great 


by this pooling of 


THE MODERN HOSPITAL PUBLISHING COMPANY, INC. 
919 NORTH MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


The Modern Hospital ¢ The Nation’s Schools ¢ College and University Business 
Hospital Purchasing File (Published by Purchasing Files, Inc.) 
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Modern Hospital Publishing Company 


an afhiliation which combines 


facilities of the two organizations 


architectural, educational and 
entities of the organizations and their 
will be maintained, but 

streneths of each will be heightened 


publishing resources. 


F.W. DODGE 


| 
Foonstion Fe W. DODGE CORPORATION 


119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
Architectural Record « Dodge Reports e Sweet’s Catalog Service « Dodge Statistical Research 


Service ¢ Dodge Books ¢ Dodge Bulletins ¢ Daily Pacific Builder (San brancisco) « Chicago 
Construction News ¢ Denver Daily Journal « Real state Record and Builders’ Guide (New York) 
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TRADING STAMPS 
WIN BY LANDSLIDE 
IN REFERENDUM — 


65% Of North Dakota Voters Approve Stamps In 
First Official Test By The People Of Any State 


Consumers Themselves Give The Decisive 


Answer to Trading Stamp Opposition 


The stage was set more than a year 
ago—March 5, 1955. On that date the 
Legislature of North Dakota passed 
a tax law on trading stamps. If al- 
lowed to remain,it would have ended 
stamp distribution in North Dakota. 

This law clearly discriminated in 
favor of one group of merchants over 
another. Furthermore, it ignored the 
rights of many thousands of house- 
wives to enjoy a form of thrift con- 
tinuously popular in the state for 40 
years. 

Consumers—the people who stood 
to lose the most in this battle among 
merchants—took ahandimmediately. 
Within a short time the minimum 
7,000 signatures required for a ref- 
erendum were obtained. 


Thus it happened on Election Day, 
November 6, that the people of North 
Dakota participated in the first test 
of its kind in the United States— 
one where the people themselves 
could declare by vote their feelings 
about trading stamps. 

On the basis of popular vote, the 
approval given to stamps was an even 
greater landslide than the 1956 presi- 
dential election. 65% voted in favor 
of stamps. 

This clear-cut decision shows that 
the opposition to trading stamps does 
not come from consumers. And 
something more ...consumers every 
day express their preference fortrad- 
ing stamps and they are doing itinthe 
appropriate place—the marketplace. 


& kk * 


PRECINCY 


NORTH DAKOTA, Nov.6—Voters 
at the polls handing down their decision 
on the issue over trading stamps on the 
state’s referendum. 159,801 voted “for 
trading stamps”’ ; 84,319 voted ‘‘against.” 


This report is presented in the public interest by 
The Sperry and Hutchinson Company... originator of the S&H Green Stamp 
currently being saved by over 20 million American consumers. 
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‘Tools for Selli ng: 


“What do 


who turns thumbs down on 
| 


vpecause 


you say to a prospect 


your line 
he had it before and thought 
it didn’t do well? 

\s_ this 
through George Linck’s tape recorde 


Melrose Dis 


broad and 


question snakes its way 
the vice-president of 


tillers gives you a grin 


twists the “‘oft’’ knob as he explains 
Lhat’s the sort of question our sales 
put latest 


meeting running 


to each other at 
After 
the usual type of meeting with execu 

e speakers, | 
closed to management 
benefit. Voices are 
altho oh we 


men our 


five years ot 


am now including 


some sessions 
but taped for our 
t identified cannot 
help but recognize some of them. 


“We these discu 


transcribed and are collating them in 


now ha e SSIONS 


to a sales manual which will be tailor 
with 


Linck 


made for our own sales force 


actual problem no theory 


es. “After the rst 


FIRST: Salesmen’s discussion without management sup 
ervision uncovers problems, records field-tested solutions. 
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Melrose Salesmen ‘Dictate’ 


By substituting a tape recorder for management super- 
vision, representatives of one Schenley division meet anon- 
ymously to bare problems and arrive at working solutions. 


or two about ‘Is this thing working? 


there isn’t an inch of wasted 
Kat 
about the men ¢ lamming ip 
for the 


to keep their teams fron 


tape 


from there being an trouble 
the hard 


salesn an ode rators 


all talking 
the 


what in 


part 1s 
it once. The taped sessions are 
had On 


men are 


check we ve 


structions the retaining and 


which points need more coverage 
| istening to responses to the ques 
played and 


Bradto 


pene ils ou 


tion previously 
\Irs Cora 

Nahnapyel keep 
new 


tising 
hand for 


otting any reactions they may 
have to the highly informal material 
| xplaining how to reintroduce Schen 


Nlelrose line to a 


merly disappointed dealer, a salesman 


ley Industries for 
can be 
hind 
Poorly displayed . price 
\laybe 


rice ¢ hange 


heard say 4 ‘irst try to 
before 


that la 


out why i 


ince been changed ? 


a) has had a 


compe 


or other 


Cora Bradford, 


> Their Own Training Manual 


NEXT: George H. Linck, v-p Melrose Distillers 


ad 


' 
new circumstances have completely 


tered the Compare adver 


Show 


Situation 
and 
the 


tising support then now 


sales growth of product con 
territory. It 
these 


ston king Mel 


immediate 


that in 


cerned in the 
likely 


1 new 


entirely one oft 


areas reason tol 
rose will crop up 
\lelrose’s ado 
yourself sales meeting ha 
YO firm 
Cjeorge Linck’s 
hei 
the 


package 


Participants in 
c been the 
representatives attached to 
monopoly state di 

suppl 


Varict ol 


UOT}OSS UOTJOMOIg seTeg 


sion, concern is to and 


service wide pouring 
and bank-like 
ofhcial outlets found in the 17 states 
that legislated 


business as liquor 


spots, store 


have themselve into 


wholesale MOnopo 


lies—man with tate-owned — retail 


chains a well 

agenda Linck 
asking 
details -of the 


the 


In setting up the 


ent a card to each participant 


him to return it with 


problem currently viving hin 


and Mrs 


manager, glean manual material 


PE 6-816! 


EX 7-11 


CMM 


KNOW WHAT THE PRESIDENT 
OF THE COMPANY EXPECTS OF 
THE SALES MANAGER IN 1957?* 


Here are some answers we get from satisfied clients . . . 


Train salesmen to sell more Discover how to make more 


Tap the full sales potential 


effectively profitable use of visual sales of an integrated sales de 


presentations velopment program. 


Use more sales research to 


earn the real reasons why Show salesmen how to sell lf You Need Help With 
Any Of These Problems Call 


Ext. 7-11, Pe. 6-8161 


ustomers buy our products 


quality and profit. 


*Send for our report “What The President Of The Company Expects Of The Sales Manager—!957" 


HILE-DAMROTH, ING., 1) W. 42nd St., New York City 


the sales executive agency with the new ideas 


Sales Operations Research—Complete Sales Training Packages—Films—Visual Aids 


—Manuals—Sales Presentations 


DON’T LOOK NOW BUT YOUR 
Cimerclermen) IS SHOWING |! 


Yes, all over America . . . Cinesalesman, the self-contained 
16mm continuous projector, is showing the way to new and 
thrilling sales results. Here's a salesman with pro-motion selling 
your product... your story . . , endlessly without supervision. 


Designed with exclusive patented feature . . . 
Cinesalesman has met the exacting requirements 
of hundreds of nationally known organizations, 


Now 3 Models Available 


i--Lightweight Salesman's Model 


2-800 ft. capacity, heavy-duty showing - pis 
+—1200 ft. capacity, providing 30 min successfully passing all the rigid demands of 
showing—complete with Reel Armes sales presentations, trade shows, exhibits, con- 
ventions and point-of-sales locations, Cinesales- 
lt Sells on Sight! man is proud of its performance record (boast- 


ing on request). Incorporating a car- 
tridge type power-driven continuous 
l6mm film magazine, Cinesalesman fea- 
tures rear projection on a built-in simu- 
lated TV screen. It requires no special 
film, yours will work or any standard 
lémm film, either color or black and white. 


Lightweight . . . compact . . . completely 
self-contained as illustrated! Simple to 
operate, just plug into electrical outlet 

. click a switch . . . immediate action 
and sound . providing sharp steady 
pictures in the most brightly lighted 


room, 


Write for demonstration to: 


WF BUSCH BUSCH FILM & EQUIPMENT CO. 
ONTINUOUS PROJECTOR Ts. femilton Ave., Saginaw, Michigan 


trouble. Because of overlappings, some 
25 discussion topics emerged from 
this process, 

‘To obtain maximum participation, 
the 50 men were divided into four 
groups, each with three or four sales 
veterans. One group was composed 
largely of “lone wolf” representatives 
sharing such special problems as serv- 
icing state control boards that pur- 
chase centrally for large groups of 
state liquor stores. Except for this dis- 
every effort was made to 
give each group a fair share of new 
men and old men, Easterners and 
Westerners, Northerners and South 
talkers and non-talkers. 

At sessions in the Brown Hotel 
Louisville, one member of each group 
was named moderator and given 15 
questions deemed appropriate for his 


tinction, 


erners 


particular panel. In turn, each man 
drew a question, read it aloud, and 


offered his suggestions. ‘The mod- 
erator then asked for further com 
ments. ‘here was no disclosure of 
which salesman had submitted any 


particular question and Linck feels 
that anonymity permits the less voci 
ferous men to have their problems 
solved without feeling they are “in 
the spotlight.”” Another morale bene 
fit is that each is enabled to see that 
his difficulties are not the only ones 
or necessarily the worst, the Melrose 
executive explains. 


All Ideas Welcome 


Moderators were instructed to see 
that participants realized there are no 
absolutely right answers and all pos 
sible solutions are welcomed as work 
ing possibilities. Additional points to 
be observed in dealing with panelists 
were: 

1. See that everyone gets an oppo 
tunity to contribute. 

2. Because we are using a tape re 
is essential that only 
person speak at a time. 

3. ‘Time must be used for the bene 
fit of the whole group. No one should 
monopolize it in his own interests. 

4. Try to pace the discussion so that 
as many as possible of the 15 topics 
submitted are covered in the allotted 
two hours. 

5. Keep the discussion as close as 
possible to the problems at hand. Our 
purpose is not theory but to 
specific selling problems. 

6. Settle arguments by suggesting 
that there is more than one way to 
solve a problem and we are looking 
for all possible ways. 

7. Keep on the lookout for par- 
ticipants’ actions or changes of ex- 
pression denoting interest. We want 


corder, it one 


solve 


as many ideas expressed as possible. 
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who combines a 
New York’s New 


as Melrose ad 


‘ 


Mrs. Bradford 
teaching post at 
School with her role 
vertising manager, explains that “‘it is 
all very well to reiterate selling ob 
jectives, but by helping each salesman 
to analyze his problems and come up 
feel that the men, 
better enabled to 
working 
ideas applicable to their everyday job 


with solutions. we 
as individuals, are 
come away with concrete 
of producing sales.” 


Another 


whom Linck enjoys dis ussing the re 


woman executive with 
sults of his “electronic eavesdropping”’ 

his wife and_ golfing 
Marian Linck 
Consolidated Lithograph Corp., Carle 
Place, N. Y. As January 
encroaches on the amount of time the 
the links, such 


mulled over by 


partner 
publicity manager, 
weather 


Lincks can spend on 
playbacks is these ar 


the two: 
(Question: “What do you say to the 


retailer who claims he not consid 

ering taking any new lines?” 
Answer: “You should point out 

that all his brands were at one time 


‘If you will check 


Can probably rec all 


new. y Ou ¢ ould Say 


your memory, you 


a time when your current top seller 
was struggling to win a favored po 
sition with your customers. It seems 
to me that is why you should always 
vive consideration to new POSS bili 
ties 


Example: Cigarettes 


your cigaret stock At 


é 


“Look at 
one time an inventory of five brands 
would have sufhced. ‘The chances are 
they did over 90% of your business. 
But today aftord not 


to stock the new king size, filter tip 


you could not 


and flip-top box varieties. 
Question: “How can I arrange my 

selling time more effectively?” 

“Plan your day. Start out 


with 


Answer ° 


in the morning your itinerary 


worked out so as to give you the 
maximum number of accounts to call 
on in the area you are working. Avoid 
getting in your car and making up 
your itinerary as you drive down the 
Not could this 
pent better in preparing tor the one 


ill immediately ahead but, 


street. only time be 
inevi 
calls so made will be sé attered 
falling at a time 
buyers are not available 
Much of the techn que cess | 
lited by Linck and Mrs. Brad 
ford to the ’ st 
leadership. ‘These 


tably 


with many when 


rec 
moderators imulating 
men were selected 
known to have man 


but able to be 
trusted not to dominate th 
How well they suc 
by the fact that “everyone 
do it again is 
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from salesmen 
agement aspirations 
meeting 
eeded eviden ed 
wants to 
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Buin 


TAKE THE IDEA... 
BUILD IT UP...ADD TO IT 
--. TEAR IT APART.. 
ANALYZE...LOOK IT OVER 
... CHECK AND 


DOUBLE CHECK 


--. THE IDEA CARRY THROUGH 


iS THE THING. 


How to capture the thoughts about 
the idea right now, with all the 
enthusiasm for it? Just have an 
Ekotape recorder at your session 
Its simple operation makes it easier 
to save enlarged 
accurate follow-up. ‘Taping 
word thoughts saves time in the 
meeting no chance for missed 
impressions. Others not able to be 
at the original brainstorming. still 
have the benefit of being there first 
hand because an Ekotape’s faithful 
reproduction brings the original 
right back to life. Take the ideas 
make out of them what you can 
but let Ekotape save the ideas that 
maybe make the sale 


those ideas for 


those 


RECORDERS 


Easy to use 


Handy to carry 


Built to last 


»-ELECTRONICS DIVISIOWN 


WEBSTER \V/ ELECTRIC 


RACINE WISCONSIN 


“Salesman 
Pocket-File 


UP TO 300 
PROSPECT & 
CUSTOMER 

RECORDS 


ALWAYS WITH VOU! 


With a Fossler Pocket-File 
you don't have to rely on 
memory you always have 
at your fingertips everything 
you need to organize and 
make your calls in ONE 
handy pocket-size binder 
There are no buried names 


you never overlook a pros 
pec t or customer Helps you 
brief yourself BEFORE mak 
ing a call make notes 
ATER calls... and follou 
up at the right time. So sim 
ple to set up and organize to 
fit your own selling methods 


Standard Fossler Forms 


No matter what you sell 


whether you sell to . 
manufacturers, distribu | i 
tors, jobbers or dealers he VJ 


one of the standard Foss » ae 
ler Forma can help sim \ 
plify your record keeping \ 

and save you time _— 


\ \ The Fossler ©) 
\ 
ic Always 
With YOUI “7 


Write for FREE Samples 


of our various stock forms 


@ Fee. the same forms that 
’ *\ ire being used by hun 
) dreds of firms, large and 
\% ¢) amall, to help their sales 
a 4 men keep track of their 
wee prospects and customers 
6.0. FOSSLER 
AND ASSOCIATES 
al =: 18 6 EAST ERIE ST., CHICAGO 11, ILL, 


Mail Promotion 


BY JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


Yackety, Yackety, Yack 


"“HOMELESS—HELPLESS—HOPELESS: ‘These three little words 
tell the story of the more than 8,000 boys who have come to Boys 
lown during the past 39 years, because they had no other place 


Comment: ‘J hree little words—the “pocketbook-opener’’—in a letter 
from Father Flanagan's Boy Home. They do a fine fund-raising job 
for a fine purpose. But my point is three little picture words 
“homeless, helpless and hopeless” put their message across f-a-s-t. 
I-ven if you don't read the whole letter, you can’t miss the message. 


Picture words create images, vital and moving. They help readers 


o see, smell, taste, touch and hear. 


‘There’s so much to be said about direct mail copy . and in later 
columns we'll cover the subject more fully. But I’d suggest we all 
remember some easy rule-of-thumb guides like these: 


Say it but say it simply. Use one-syllable words and short sen- 
‘nces to put yout! ideas across ¢ learly, easily and effectively. 


Paul Bringe of Milwaukee Dustless Brush—successful sellers-by- 


mail recommend that writers ot direct mail copy 


1. Use short words. Doubt words with two or more syllables 
inless they are combinations of easy words. 


». Use picture words rather than abstract words 
3. Keep verbs in active tense. 
4 Keep senfence leng th under 0) words. 


alk your! readers’ lingo. 


“HAVING A WONDERFUL VACATION... you should see all 
the excitement here about ‘Report to the World on How Americans 
Live’ in November issue of Flouse Beautiful. Better get a copy and 


read it. Love, Mary.’ 


Comment: This was a post card received from London. Smart 
American publisher did a good promotion job on the article. Used 
the “romance gimmick” of a mailing from abroad to demand and get 
ittention. Your lettershop can probably arrange to do this for you 

if the idea has application. Or if you have trouble working it out 


let me know and I'll dig up a mailing source. 


Lhe message on th 5 hr l glish post ( ard was printed in blue ink, 
lated handwriting. Only thing I wondered about was what would 
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happen if some man took his card home and “the little woman” didn’t 
believe his story about the signature, “love, Mary.” 


“OUR MOST PRICELESS ASSET — Your Name’: headlines 
this prepaid reply card... 
OUR MOST PRICELESS Your name is our most priceless asset 
ASSET DONE eo lesa, 6 Rite is Ch ale ate 
” te mente coheed «eo cepect © here Gory eee & s a 
ntoredt © you. That is why <0 ore csbing Wis epportenity te check he 
w y& pews he " d addrew of 0 come. eal ~ sow 
eho her eer of He vet ond eat the m — ~ . 
" ' 
YOUR NAME oF 
‘ 
Notional Research Bureeu im | | 


OF Rowton ne Mnee —_ —_— 


Comment: And indeed your customer and house prospect lists are 
as precious diamonds . . . the most valuable business asset you 
own. /f they’re correct, up-to-date. We've discussed ways and means 
of doing this before—but this card used by National Research Bureau 
was enclosed with one of their many mail-order offers. It got a 


‘free ride’ and handled the problem at low cost. 


“HERE'S HOW TO GET MORE VALUE for those dollars you 
spend on printing” ... headlines a subscription letter. Publisher sells 

Printing Buyers Newsletter, pinpointed to the needs of production 
men, 


Comment: Maybe it’s just me but I resisted the sales appeal largely 
because the printing job wasn’t good. ‘The mailer used two colors 
of ink on the letter—black and washed-out orange for the all-impor 
tant benefit copy, and a typewriter “type’’ face for the copy but 

unfortunately—it had been reduced photographically and was too 
small for my tired eyes to read easily. Here’s a man selling a service 
on printing production—my quick reaction was ... why doesn’t he 


take his own advice? 


Sampling one’s own product to sell it is good—but it can boomerang 
under some circumstances. Put yotir best foot forward a// the time. 


BLOTTER IMPRESSIONS: \Volverine ‘Vube, that mails constantls 


and imaginatively, used this blotter to do what so many salesmen 
fail to do ask tor an order! | like the use ot photos too 


HOW ABOUT AN ORDER 
xT Tie 


CARL FULLER CALLS? 


tee, Your customers like 
.isTye". ROLL-o-TusE 
be han Tow Wheiesale 


+ WOLVERING TUGE 


EVERYBODY LOVES ANYBODY now that the elections are be 
hind is. But did you notice. the tremendous use both major partie 


made of direct mail to capture your vote? ‘The party house publi 


ations tollowed party lines of course and mostly they were am ising 
is well as imaginati e! 

One mailing fell flat on its face, though. Citizens Union of the 
City of New York sent theirs out third-class. It included a letter 
and a Voters Directory of Issues and Candidates » .« a guide to in 


telligent voting. 


tion morning after I'd voted. 
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Color Gat Result! 


| Promotion ideas packaged in familiar -“" 
drab looseleaf covers imply horse-car era sell 
ing. American-Standard’s '56 TV planbook gets 
| positive results with its contemporary design | 
| Sareng color — pale blue with vivid helio 
trope — screenprinted on buckram, made it a 
stopper. 

| For a headstart with good design resources 
call or write to see Sloves’ custom samples, | 
we Dept. SM.-1. | 


‘Ss LOVES: 


| MECHANICAL BINDING CO. INC. | 


|601 W. 26th ST., NEW YORK 1, AL §-2552 | 


\. There’s KNOW BUSINESS 
IN SHOW BUSINESS 


PORTABLE STAGETTES 
CUSTOM PROJECTORS 
SPECIAL CONTROLS 
FOLDING SCREENS 


LIGHTING 


WHAT IS SME: A group of sales-minded 
engineers experienced in designing sales 


meeting presentation equipment 


WHY SME: To provide a source of equip 
ment RENTAL OR SALE ingeniou ly de 
signed permitting '‘Red Cap’ transportation 


and quick set-up 


IDEAS + EQUIPMENT 
AUTOMATION + SUPERVISION 


Sales Meeting Equipment Inc. 


1210 North Hoyne Avenue Chicago 27, Illinois 
Phone: BElmont 5-4920 


Don’t Jump! 
att yeu cop the man trom ELBE) 


He has ideas for your next 
sales move such as 


Elbe designed the above neck 
chain display binder for Speidel. 
Like the contents, the binder is 
a product of outstanding style and 
craftsmanship. Let Elbe help you 
on your next sales presentation! 


Elbe File « Binder co, inc. | 


FALL RIVER, MASSACHUSETTS 


New York Showroom: 41] Fourth Ave. 


ONE OF MAE RICA ARGEST MPS, OF OS LEAP PRODUCTS 


FREE! Write Dept. 8M-~2 


Sales Promotion 
idea File 


| . BY LARRY SCHWARTZ 
Mktg. Consultant and President, 
Wexton Advertising Agency 


IDEAS AND RESEARCH FREE EVERY MONTH 


You can put your name on the mailing lists of some very helpful 
monthly publications just by writing to them. Here are a few: 

| New York State CoMMeRCE Review. New York State Depart 
| ment of Commerce, Albany, N. Y. Monthly statistics on manufac 
turing employment, construction, sales, etc., plus reports on specific 
industries, 
Sunset Newsvetrrer. Lane Publishing Co., Menlo Park, Cal. Re 
ports on consumer buying patterns and successful promotions in the 
western States. 
liie Niecsen Newscast, Broadcast Division, A. C. Nielsen Co. 
101 Howard St., Chicago 45, Ill. Trends in radio and TV adver 
tising plus important research data. 
iUGENE GitpertT YoutH Market Newsvetrrer. Eugene Gilbert 
& Co., 342 Madison Ave., New York 11, N. Y. Interesting reports 
on the expanding youth market. 
‘Tre BeLLRinGcer. Ladies’ Home Journal, 285 Madison Ave., New 
York, N. Y. A monthly advertising and promotion idea file for manu 
facturers, wholesalers and retailers in the food field. 
Pius-Prorir Pusticirry. Milton Riback Public Relations, 6 East 
39th St., New York 16, New York. Ideas on building sales with 
publicity. 
Boys’ Lire Newsvetrrer. Boys’ Life, 2 Park Ave., New York 16 
N. Y. A monthly digest of facts and figures on the youth market 
plus information about promotions for the youth market. 
Saves SLtants. Modern Packaging, 575 Madison Avenue, New 
York 22, N. Y. Ideas on how packaging can increase your sales. 
\IARKETING REMINDERS. Richard Manville Research, 230 Park 
\ve., New York 17, N. Y. Information about studies to define cus 
tomers, products, markets, attitudes, channels of distribution. Also 


media effectiveness, copy research, store audits, new product studies. 


A GRUESOME NOTE IN SALES PROMOTION 


A shudderingly realistic facsimile of a shrunken head can serve as 
in unusual display or mailing piece. Made of skin-texture rubber 
with long, black silky hair. ‘Uhe manufacturer’s own promotion piece 
read, “Gives your room that lived-in look.”” We hung up the head 
as per directions and now our room has that “killed-in” look! For 
information write to FE. Joseph Cossman president, F. Joseph Coss 
man & Co., 7015 Sunset Blvd., Hollywood 28, Cal. 
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which of your sales points has the greatest appeal? 


Knowing, for sure, can get you more business out of every 


dollar you spend for advertising. 


Today there is a new and inexpensive way to identify and 
clarify your best sales appeals. It is a highly 
specialized type of personal sales investigation which 


we have developed over a period of many years 


We call it “Ditch-Digging’ research. It digs into the interests 
and informational needs of your potential customers 

Since our investigators do not identify themselves with our client 
they can get the client's prospects to talk about things 


they normally wouldn't tell his salesmen 


All of our trained investigators have had successful sales experience 
They conduct each interview with an astute “sales sense” 


that smokes out the true picture of your best sales approaches 


This, inevitably, reduces the guesswork that hampers 


advertising effectiveness 


If youd like to hear how othe companies have used Hopper 
Company Sales Investigations to get “Ditch-Digging Advertising 
That Sells by Helping People Buy,” just say the word 


There are many actual cases we can tell you about 


The schuyler Hopper Co., Sales Investigation - Sales Promotion - Advertising 


Twelve East Forty-first Street, New York 17, N.Y. e@ LE 2-3135 
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ZIP- 
MASTER 


LOOKMASTER 


VIEWMASTER 


NOTE- 
MASTER 


DISPLAYMASTER 


Here is a brief showing of the best de 
signed and most complete line of visual 
sales aids available Whatever your needs, 
the chances are we have a binder in stock 

se S nders mean low 
cost and immediate delivery f your needs 
ure special, our stoff of designers will 
analyze your problem and make recom- 
mendations. Write for catalog No. 558 or 


ask for a sample binde 


1704 WEST WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 


Sales Promotion 
idea File 


LIGHTWEIGHT PRESENTATION 

‘Tiny 35 mm. strip film projector, 3-speed record player and screen 
fit into compact 14-pound kit manufactured by Micro-Sound Pix Co. 
1650 Broadway, New York, N. Y. Salesmen like it because of light 
weight, ease of operation, flexibility (works equally well with au- 
dience of one or a roomful). Sales managers like it because they know 
that they have control over the salesmen’s presentation, with color 


pictures and sound in the exact sequence they want. 


ASSOCIATION FOR SALES PROMOTION EXECUTIVES 


Whatever your connection with sales promotion, you will benefit 
from membership in the Sales Promotion Executives Association 
dedicated to the exchange of ideas, and increasing the effectiveness 
of sales promotion. Monthly luncheons are held in many cities with 
outstanding speakers. Periodic bulletins cover many phases of sales 
promotion. Yearly dues are $25. Applications are available from 
the Sales Promotion Executives Association, 220 West 42nd St., New 


York 36, N. Y. 


IDEA CHAIN LETTER WORKS WONDERS 


The $100,000,000 Live Better Electrically program has gotten 
many of its good ideas from a novel chain letter idea. Regional 
managers of utilities who send in successful promotional ideas for 
building sales, profits, store trafhic, etc., receive seven ideas for every 
one they contribute. For samples of the forms used in this idea 
ext hange and for information about one of the biggest, most success- 
ful interindustry programs ever conducted, write to L. B. Dunning 
supervisor, Editorial Services, Live Better Electrically, 205 East 42nd 


St., New York, N. Y. 


AROUND THE WORLD TO REACH YOUR PROSPECT 

A novel promotional piece is offered by Sande Rocke & Co., direct 
mail producers, 91 Seventh Ave., New York 11, N. Y. It consists 
of an outer and an inner envelope, and a letter. The inner envelope 
is addressed to your prospect, and carries forwarding addresses in 
China, Turkey, Greece and France, as well as canceled stamps from 
each of those countries. Outer envelope says “Been around the world 


looking for you. Hope you get this.”’ Few prospects could resist the 


appeal of a novel mailing like this. Cost of the entire deal, except 


U. 5. postage, as low as 15 cents each in quantity. 


@ SALES PROMOTION IDEA FILE is a review of sales-produc- 
ing tools and ideas, designed to stimulate the thinking of sales- 
minded executives. Contributions to this column and questions 
on sales promotion should be sent to Larry Schwartz, c/o SALES 
MANAGEMENT, 386 Fourth Avenue, New York 16, N.Y. 
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sure TO 


| CALIFORNIA 


VERMONT 


"| 


Now one telephene call to swift RAILWAY EXPRESS 


What an unruly mob scene Sam used to create 


Sending multiple shipments to reach every state! Speeds out all of his shipping without str 


How to ship all over, all at once 


Suppose you want to send shipments 
to every part of the country all at the same time! 
Tough job? Not for Railway Express! You can ship NS 
to some 23,000 communities swiftly and dependably. \ LWw 
That's coverage no other company comes close to matching. a X A 
What's more, Rai!way Express serves 106 countries abroad, EX PR ESS 

making international shipping easy, too. So, <{ * F N CN 

whether you're sending or receiving, by rail or by air, . y 
whether your shipment is big or small Lp 
always call Railway Express. For speed, economy 


and safe, sure deliveries, you'll find 


The big difference is 


«-- safe, swift, sure 


Railway Express International Service now includes affiliations with: SEABOARD & WESTERN (and connecting carriers), TACA, TAN, BRAZILIAN 
INTERNATIONAL AIRLINES also SCHENKER & CO., the NIPPON EXPRESS CO., MORY &@ CIE, A. FREYMAN & VAN LOO, A.B. OLSON 
& WRIGHT, FERNANDO & ROQUE, ANGLO-OVERSEAS TRANSPORT CO. and the AMERICAN EXPRESS CO. foreign connections. 
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Gerard Lambert: 


The Father of Halitosis Tells All 


.. » well, nearly all 


Eugene Whitmore 


0Z 
() 


project re 
original pla 
| 


“una 


A Personal Chronicte 


GERARD B. LAMBERT 


AUTHOR COUNSELS: “A fellow 


should be able to put all! 
ideas on the back of an 
Before writing his biography, Lam 
bert, now 70, and who retired at 42 


wrote two mystery novels 


Compat n J92ZZ \ com: 
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Tougher on Competitors r ; bull ' wor 


played a much smaller part 


cess than peopl 
‘Halitosis, as as 


word, played a part, but 


VW ite 
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He a) rapid expatision 


re | ambert hits ipon the hie 


reason why many businesses tail wher 
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ishior ed 1eSS - i¢ idvertis ng and 


his big 


envelope.” 


se that is th 


ales execut 


itives will remember, the 
ipparent success of the word “hali 
tosis’ brought forth a rash of similar 
words which described every ailment 
known, and some unknown, to medi 
al science. So far as we can recall 
iot one of these words caught on and 
e a part of our everyday lar 
MIany thousands of dollars 
thrown into the advertising pot 
attempt to popularize some ob 


product with a word like “hal 


The $5,000 Gamble 


When the Lambert Pharmacal Co 
was spending about $100,000 a vear or 
advertising, Gserald Lambert told the 
lirectors he wanted to spend $5,000 
ore each month, cumulatively—that 

$5,000, then $10,000 and so on 


Lambert agreed to resign if he could 


not show for that month an additional 
profit of ; *s $5,000. One 
ite member board pointed 
that the company would be risk 
g only one $5,000 on this gamble 
o they agreed to accept Lambert’ 
I his meant that the 


tising had to create 


Propo 
a new sale 
onsumer, bring the order from re 
tailer to wholesaler to. the compan\ 
ind all in one month. The 


worked. “We never 


na profit in an 


plan 
failed to take 
one month that was 
rreater than the increased adve rtising 
ost for that month. By 1928 
expenditures for advertising were 
ibove $5,000,000 a vear.”’ 


ou 


Lambert has believed in testing 


ertising since 1922 when he deve 
oped a plan for testing Listerine 
rtisements. He set pa gr 


yp ae 


towns of about 10.000 popula 


ound 
cone 
tion. One group was designated as a 
ontrol to show results without ad 
ertising. In other groups the relative 
effect of different appeals was tested 
Lambert describes his plan thu 
Before Starting the our men 
town and saw ever 


went into the 
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Use them for fast, Uldiomiilic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office 

More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details 

For further information on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr Jay M. Gould, MARKET STATIS. 
TICS, INC, 432 Fourth Avenue, New York 16, 
N Y (Telephone Mu. 4-3559). 


MARKET STATISTICS, 


INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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"Father of Halitosis” 


Gerard Lambert, a tall, silver-haired Man-of-Distinction type, looks 
only partially what he is: The outward Gerry Lambert is the member 


of the good club, the connoisseur, 


the visitor to smart resorts and 


restaurants, But the outward Lambert is only a surface impression: 

As a child he taught himself to play the harmonica backwards; 
later at Princeton he had a chauffeur drive him to classes. Before 
he was 42 he had made $25 million dollars and retired, had founded 


a successful advertising agency 
Lambert refuses to think like 
think 


people 


broke down, he worked out an 


Once, stuck under 


(Lambert & Feasley, Inc.). 

other people: Or think where other 
the Hudson River when a train 
idea for the N. Y. Stock Exchange. 


The idea earned him $6 million in 18 months. 


Despite his fantastically 


Warner-Lambert Pharmaceutical 


successful 
Co., Inc.) venture—last year List 


Lambert Pharmacal (now 


erine alone invested $1,344,695 in advertising, is running about the 


same this year and his rescue 


of Gillette when the razor company 


was sick indeed, he fears he may go down in history as the man 


who was the 


“Father of Halitosis!” 


GERARD LAMBERT 


itlet I hey 

e ship 

‘nt to these re 

retailers could 

wholesaler and 

Lhe accepted 

hipment because we guaran 
ale of it 

ce a week our men would pet 

int the < at that time 

lhe difference between 

tock on the previous 

the next count would show 

¢ his is 


psy hologi al 


over the counter, 
lifferent trom 

Lhe sale Manager Was ab 
forbidden, in those towns, un 
Ity of losing his job, to in 
displays, 


window counter 


¢ any special dis 

No good chemist would add 
ngredients while carrying on 

xperiment 

ith this setup first let all 
towns run along i isual for several 
wecks, In this way we got a norm or 
When we 
broke 


advertising in all towns except 


from which to start 
the norm established we 
the control towns his advertising 
was confined to local newspapers 
They are flexible and they constitute 
only one ingredient in our experiment 


In all CAM 


n dollars was made four times highet 


the amount of ad ertising 


per capita than the amount that could 
be risked in a national campaign. This 
exagyeration |} to make it easier to 
read results, and to save time. As this 
high pressure campaign progresses, the 
results show up very quickly in the 
weekly checks. I have seen the sales 
go down, or remain the same, or go 
to startling heights. When these early 


findings come in it is wise to cross 


68 


heck by setting up a different set of 
towns in a different part of the coun 
try. If this is done thoroughly, you 
will eliminate any chance for error. 
In my own case at least I have never 
known the final national campaign to 
run counter to the results of the test 

Now comes the big wallop. Lam 
bert says, ‘In many companies I con 
sider an aggressive sales manager the 
greatest menace the company pos 
esses. His living depends upon a big 
ger sales staff, more discounts, more 
free goods and more deals. To hell 
with the profits. ‘he president of the 
outfit probably knows nothing of mer 
chandising. He is dominated by the 
philosophy of ‘the sales manager. 

“What I have said does not apply 
to all products, of course. I am pet 
fectly aware that some items must 
have distribution, display and com 
petitive discounts above all else. But 
there are many products where a dol 
lar can best be spent on advertising 
and not on free goods, discounts and 
deals. Listerine, a spec ialty, is one ot 
these. | had only six salesmen for the 
entire country. Our advertising cre 
ated a demand from the consumer so 
great that the dealer had to carry it 
even if he did not like the terms of the 
sale 7 

Here Lambert fails to tell all of 
the story 


history ol 


‘There came a time in the 
Lambert Pharmacal Co. 
when the dealers all but mutinied 
ind at state and national conven 
tions of retail druggists much of the 
corridor and refreshment stand gos- 
sip centered on what to do about 
Listerine. Hundreds, perhaps thou 
sands, of druggists hid Listerine under 
counters and did everything in their 
power to block its sale. The company 


finally rescued itself, if our memory 
serves correctly, by a cash donation 
of $25,000 to some research project 
dear to the hearts of retail druggists. 
If we are wrong about this, Lambert, 
correct us. 

We wish that he had gone into 
this phase of Listerine’s rise to fame 
and riches. His devotion to advertis- 
ing as a power to force dealers to 
carry merchandise and his oft-stated 
contempt for sales managers both 
seem out-of-date and out of the spirit 
of the times. Many manufacturers 
believe that the sales manager is the 
servant of the retail customer—that 
he and his staff, working with retail 
outlets, can wring more profit out of 
advertising dollar, can make 
every advertising dollar do double 
duty. It is no longer smart for the 


every 


sales manager to make faces at the 
advertising manager any more than it 
is smart for an advertising manager 
to think that he is the chief cook and 
bottlewasher and the sales manager 
just a fellow who thinks up deals and 
gums up the profit picture with free 
goods. Dealers have a way of being 
indifferent to advertising when it is 
used as a club to force them to carry 
merchandise they do not respect or 
upon which they do not make the 
profit they feel they are entitled to 
make. 

Aside from his prejudice against 
sales managers, which seems unjusti- 
fied by the facts he states, Lambert 
has turned in a book which is thought 
provoking, fascinating, inspiring. We 
class it with the famed book about 
Swift & Co.—‘‘Yankee of the Yards” 

and the great book on advertising 
by Claude Hopkins’ “My Life in 
Advertising.” The End 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Admiral Corp. ... 

Walter D. Krauter to sales man 
ager, Refrigerator Division 
Airequipt Manufacturing Co... . 

Willian 5. ©’ Meara J 


tional sales manager. 


Bristol-Myers Products Division . . 


Clayton J. Rohrbach, Jr. to adver 


tising manager. 


Calumet & Hecla, Inc. ... 


Robert C. Crowe to manager, in 


dustrial sales Wolverine ‘Tube Di 


vision. 


Cory Corp.... 
Wallace F. 


and 


Dunn to director, ad 


vertising merchandising, Auto 


point Company, a division. 


General Time Corp. ... 
Joel M Rowley to 


manager, Westclox Division. 


advertising 


Gerber Products Co. . 


Joseph H. Bagley to v-p, market 


ing 


Pabst Brewing Co.... 


Harlow G. Harris to national gen 


eral sales manager 


Pennsylvania Salt Manufacturing Co. 
George R. 
marketing. 


Lawson to director 


Pittsburgh Reflector Co. ... 
Frank FE. Rickel to sales manager 


Sun Tube Corp.... ; 
Claude L. Alexander 


sales manager. 


to general 


Westinghouse Electric Corp. ... 


Hugh J. Hanbury to sales manager 
Photo Lamp Department. 


Wheeling Steel Corp. ... 
Robert L. 


Brammer to v-p, sales. 
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ah Salute lo 
THE AUTOMOBILE INDUSTRY 


nd 


ARTHUR KNORR 


For the Successful Presentation of the 


NATIONAL AUTOMOBILE MANUFACTURERS 
ASSOCIATION SHOW 
NEW YORK COLISEUM - DEC. 8th-16th 


We are proud to have been associated with 
the production and presentation, together 
with Arthur Knorr, the producer, of the first 
Industry sponsored automobile show in al- 
most two decades. It represents another 
potent example of the ‘‘Business World”’ and 
the ‘‘Show World’ combining to deliver an 
effective sales story. 


THE WILLIAM MORRIS AGENCY, representing a 
wide range of top creative talent including 
performers, producers, directors, chor— 
eographers and writers,and its years of 
know-how is immediately adaptable to help 
your organization get its message across to 
the American public. For further information, 
call or wire: Industrial Show Department 


WILLIAM MORRIS AGENCY, inc. 
ost. YXKK. 1000 


Beverly Hills 
151 EL CAMINO 
CRestview 4-7451 


New York 
1740 BROADWAY 
JUdson 6-5100 


Chicago 
919 No. MICHIGAN 
WHitehall 3-1744 


“Since 1898 the Agency of the Show World” 


a” 


Make a Market Your Market 


(continued from page 30) 
example, since U. S. Steel Corp. is 
primarily a producer of raw materials 
tor consumption by other industries 
we must translate the broad picture 
of the econom Tut * into a tore 
re of each and every 
individual we serve 


We must 


the number of automobiles and trucks 


reach conclusions as to 
which the industry will produce and 
be able to sell. We must forecast the 
future of the onstruction industry 

just in total, but in terms of its 
ndividual 
dential, commercial, industrial, and 


| iblic constru tion. We mu know 


what the architect the engineer ane 


eygment such is resi 


| 


the contractor ire planning for the 


I ure. For exan ple we must eval 
ite the in t which the $44 billion 
federally 


ll have on demand for our 


pon ored highw t\ 


prop ill 
prod 
‘ ‘ r 

Simelar| each remaining steel 
OnsuMmMing i try such i ia 
hinery, oil agri ulture, home 
ipphance railroads, containers 


hipbuilding, and 


t also 


national 1eTCNSE 
Demand for 
teel ror ¢ | ist likew e be con 


lered 


ippraised 


Translation Necessary 


Having de 


then become nece at 


eloped thi ni nation 


fo tr ins! ite 


into produ t of our manutacture 


we are to be able to plan the propet 
tilization of our present ta ilities, a 
well as the construction of the new 


facilities shall 


in the Veal 


which we require to 


ef our customer 


In the cle 


ihead 
¢clopment and implementa 
i plan every market ny 


f ction olicit | 


ion of such 
tribution 
promotion commer 
al research pl a iles per 
onnel and training ay in IMpor 

fant part 
lhe econd ! ciple that require 
forthright consideration involves the 
we obtain for our prod ict | 
marketing con 
| t 


from product 


recognize that 
Htions var oO ure itly 
to product that no single pricing pro 
vyram fits every ituation. Yet, even 
e, certain fundamental principles 
ful marketing. We 

t begin by recognizing, of course 
ictual price charged for any 

is influenced by competition 

thin thi 


limitation however, the 


ious pricing methods is pos 


In my opinion, the only right price 


Sa fair price fair to seller and buyer 
ke. For the seller, this means a 


price which will permit him to re 


70 


cover his costs using competitive fa- 
cilities, plus a reasonable profit. This 
is the price toward which he should 
strive, although there will be periods 
during which this price cannot be 
achieved cornpetitively. 

‘To the buyer, on the other hand, 
a fair price means freedom from dis 
crimination. It means that a buyer 
purchasing from a particular supplier 
buys at the same price as every other 
buyer purchasing under like condi- 
tions, with special privilege and fa- 
voritism for none. | recognize that in 
some quarters such a philosophy of 
pricing may be controversial. Still, in 
my book, the principle stands. 


No One-Time Buyers 


The third principle that requires 


consideration is that there is no such 
thing as a one-time buyer for any 
product. Any marketing 


whether the product be consumer or 


approat h, 


industrial, is faulty if it treats cus 
tomers as though they would never 
come into the market again. Yet one 
in furnish numerous examples which 
indicate that the sales 


onfined 


objective is 
to booking the order, ren 
invoice 


lering the getting paid, and 


moving on to the next prospect, 
Certainly, in cases such an 
attitude does not reflect the studied 


objective of the producing company. 


most 


Nevertheless, we cannot fail to rec 
ognize that if a company has failed 
to indoctrinate the cutting edge of its 
sales organization with its sales ob 
jective, then that objective, for pra 
tical purposes, does not exist I would 
urge every organization to make cer 
tain that its sales objective contem 
plates a continuing buyer and sellet 
relationship and that it is not only 
clearly understood, sin 
believed in, 


known but 
cerely and actively pur 
sued at every level of organization. 


‘Too otten, sales objectives are 
loosely defined and inadequately made 
known, even within the sales organi 
zation itself. ‘They should be set down 
in black and white, and every mem 
ber of the organization should be able 
to recite them, word for word. 

You will be interested in knowing 
that about 12 years ago, it took nearly 
six weeks of effort in United States 
Steel to write our sales objective. It 
was achieved by painfully hammer 
ing it out on the anvil of seasoned 
judgment. 

It is: 

“To obtain as a minimum. . 
that share of all markets for the 


products sold, product by product 


and territory by territory, to 
which the corporation’s capacity 
in relation to industry as a whole 
entitles it, 


and 
. . . to accomplish this partici 
pation ratio through the exer 
cise of judgment so as to insure 
the maximum continuing return 
on investment to the corpora 


tion.’ 

Such a sales objective, once identi 
fied, constitutes the yardstick for 
measuring all future action and prog 
ress. 

The fourth principle I should like 
to enunciate is that the sale has not 
been made and the seller's responsi- 
bility finally and completely dis- 
charged until the product has moved 
through all the channels of fabrica- 
tion and distribution into the hands 
of the 
nothing 
cally right in a concept which passes 


ultimate consumer. There is 
economically sound or ethi- 


responsibility for the performance of 
the product on down through the dis 
tribution chain without providing for 
the necessary control to insure stand 
ard performance. No manufacturer 
has a right to dump a product into 
the distribution system without pro 
V iding adequate facilities to make cer 
tain that the 
when it was sold is attainable. When 


satisfaction promised 
you buy a product for which adequate 
service is dificult or impossible to ob 
tain, you know that this principle has 
been violated. No marketing program 
can be considered adequate for to 
morrow’s market unless it guarantees 
that the product will serve the ulti 
mate consumer satisfactorily through 
out its useful life. 


Performance Must Be Sold 


There is another facet of this same 
principle which should not be over 
looked. In the years ahead, American 
industry must come to recognize that 
mass marketing actually involves sell 
ing, not merely the product but, in 
addition, a standard of performance 
In our advertising, in our promotion 
in our selling presentations, we sell a 
standard of performance as well as the 
product itself. We cannot properly 
excuse the failure of an individual 
unit to meet this standard, which has 
been created in the minds of the buy 
ing public, by explaining that this par 
ticular product is below average. It 
is not enough that the average be up 
to standard. If the particular product 
supplied does not support the stand 
ard, it must be made to do so, or be 
replaced willingly by one which does 

The entire organization—not mar 
keting alone, but production, re 
search, engineering, and finance 
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must accept this principle; otherwise 
it cannot be effective. 

The preceding four principles in 
dividually are highly important. 
There is a fifth, however, which 


transcends them all. In 


the ruture, 
even more than in the past, the most 
effect Ue marketin operation u ll be 
one which succeeds in applying sales 
effort through the entire distribution 
channel. A good selling job at the 
point of the initial sale is not enough 
for this may result i clogging the 
distribution pipeline with unsold i 
ventories. A truly effective program 
sells at every point, down to and in 
cluding the ultimate consumer, to the 
end that each item entering the dis 
tribution pipeline at one end moves 


out rapidly at the other. 


Sales Depend on Sales 


| can best illustrate this principle 
by describing for you the merchandi 
ing philosophy which currently moti 
vates my own company’s efforts to sell 
steel. Many years ago we came to the 
realization that we could sell our cus 
tomers only the quantity of steel 
which they required to produce the 
products which they in turn, could 
sell to their customers. At that time 
we recognized only the competition 
of other steel producers Qur new 
oncept, however, recognizes that our 
primary challenge arises _ initially 
from other metals such as aluminum, 
magnesium titanium, and copper, and 

in addition—-from wood, glass 
masonry, and plastics, to mention but 
a few. Pursuing this concept, we 
lize that when a housewife in a de 
partment store ¢ hooses a produ t made 
of some material other than steel, our 
istomers lose the order then and 


and we in turn lose our op 


there; 
portunity to serve them. In recogni 
tion of this fact, while we as a cor 
poration produce relatively few prod 
icts that are sold directly to the ulti 
ate Consumer, indirectly we have a 
ery substantial stake in the consumer 
market. Hence we are in double har 
ness with our customers and have an 


vation to p ill our full share of the 


early effort in this direction 

; initiated prior to World War II. 
was in 1937 that we first intro 

“d through extensive use of na 
tional advertising, our USS Label 
Program. National and business pub 
lications, motion pictures, product 
literature, and radio were used to cre 
ite consumer acceptance of our trade 
mark as a national brand symbolic of 
quality in steel. Fortified by this a 
eptance, we then provided the oppor 


tunity for our customers to make the 


LU. S. Steel label work for them by 
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PRODUCTION 


MATERIALS 


Insurance 
protection 
is most important 
here ~~ 

” 


\e- 


ACCOUNTS 
RECEIVABLE 


With profit added and goods shipped, 


title passes, and working capital 
is exposed to great risk 


You pass title of your working capital when merchandise i hipped 
you create an account receivable. You're more certain of the end result 

PROFIT — when you protect accounts receivable with Credit Insut 
ance. That's why an increasing number of executives have decided that 
NO cycle of protection is complete unless capital invested in account 
receivable is insured by ACI. To learn more about Credit Insurance 
call our office in your city, or write AMERICAN Crepit INDEMNITY 
COMPANY Of New York, Dept. 59, Commercial Credit Building 
Baltimore 2, Maryland 


Liquidity of capital is the 


prime responsibility of management. 


Protect your working capital 


invested in accounts receivable 


with ‘ 
American 
Credit 
insurance 


4 i 
1 
i¢mn 
la 


the 


the 
concen 
eftort 


wreed 


motional 

parti 

brand 

tems put 

4 market n 


+7 OOO grocery 


ering over 
point-of 
purchase ad pla 
p bhi bought ; t] 
d the threat o 
disappearea 
recent years we have employed 


} 


this same technique many times in 


support of many difterent products 
Our most dramatic and. successful 
promotion to date is known as “Op 
Snowflake i 


promotion aimed at increasing the sale 


eration nation-wide 


of mayor appl inces. ‘The appliance 


72 


n the United States uses 
Mil lion tons of steel 
annually. A study of this industry in 
; 


appli 


sheets 


ited that sales of domest 
off du 


eacn y I al short o! 


last tw 


e during 


mac 


| 
10 months 


the fifth prin 
have { he prin 
ipply rn mbines iles efiort 
throughout distribution 
channel—we mbined the 


tional eftorts the manu 


pron 0 


tril ' 
stril rs 


hind a merchandising plan teaturing 
the 2 ising major appliances a 
Christmas gift Our slogan was 
Viake It a White Christmas (rive 
Her a Major Appliance,” and all 


erested partic r ec te 
' 
t 
pate 
} 


Unrelated Symbol 


Association, the | 
titute, and the Rural lectrification 
Administration Cooperatives. In addi 
tion some 1.800 dail newspapers 
published special Snowflake appliance 
) 


supplements *! 5 television Sta 


tion and 


nteresting tie-in 


is the irticipation of some 


400 banks and lend ng institutions 


which gave thei Support in terms ot! 
time and money to assist in simplify 
¢ 


problems that must be 
to } 


rogress is to be mad 


ing the cred 
solved if real 
in materially icreasing the sales of 
domestic this normally 
dull period. 

Has Operation 
cessful ? The answer is, “Yes.’ 


we deserve credit only for 


Snowflake been suc 
While 
conceiving 
and selling an idea, we believe that 
our efforts triggered these results: 

In 1953, December dollar sales of 
domestic appliances were 22% below 
average monthly sales for that year. 
In 1954, the first Snowflake year, De 
cember sales improved and were only 
5% below the average. Last year, in 


1955, sales for the same month, for 
the first time in appliance history, 
5% above the average. In 
other words, December 1955 sales, in 
units, exceeded 


“re DI/ 
were 21/2 


those of December 
1953 by more than one-third. 

Let me quote from an editorial 
which appeared recently in the 4 mer- 
ican Banker, well-known daily paper 
in the banking field: 

“It is our editorial opinion 
that U. S. Steel’s broad-gauge 
enlightened drives (such as Op 
eration Snowflake) spurred the 

Home 
Improvement’ and ‘Live Better 
Klectrically’ programs into ac- 
tion... these three great forces 


stimulating ‘Operation 


are working as a team, even 
though they are manned and op- 
erated independently, and so are 
balancing the nation’s economy. 

Hand in hand march these 
great American 
} 


which 
iave turned the business tide for 
1956. ‘To United States Steel 
should go the thanks 
tor (its) foresight 


This is but another example of the 


drives 


nation s 


fifth marketing principle indicating 
the necessity of applying sales effort 
throughout the 
channel leading downward to the ul- 


timate consumer. 


entire distribution 


Marketing Principles 


These, then, are fundamental mar- 
keting principles. Let me restate them 
briefly: 

First, only a fully integrated mar- 
keting program can achieve maximum 
SUCCESS, 

Second 
lair price fair to seller and buyer 


alike. 


l'hird, there is no such thing as a 


the only right price is a 


one-time buyer for any product. 

Fourth, the seller’s responsibility is 
discharged only when the product has 
served the ultimate consumer satis- 
factorily. 

Finally, and, perhaps, most impor 
tant of all, sales effort must be ap- 
plied along the 
chain. 


entire distribution 

These five principles have a com- 
mon denominator. I call it ‘market- 
ing.’ In using this word I identify 
a broader concept than is normally 
expressed by the word “sales.” It is 
the “new dimension in distribution.” 
It requires integrity of purpose, the 
will to follow the right course con- 
sistently, and treat all customers 
alike, without discrimination. 

‘There are those who believe that 
sales departments are justified in 
doing and saying anything which re- 
sults in orders. If this were ever an 
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accepted concept, as expressed by the 


old adage, “Let the buver beware,”’ 
, 


it is as obsolete as the Latin in which 
t was originally phrased 


vise the 


Let us re 
\ warning to 
seller lest 


Let him beware 


le wel 


beware.” 


he believe that some standard 


in market ng 
| ¢ 


produc 


IS at eptable 
ition than 
those h atte 


f high employment and 


nsatiable demand for man 
to feel that 
satel) 


scondary role, 


most 
produ have come 

, 
be rele 


marketing tion Cal 


gated and that 
it has but a limited part to play 
the future. With this 

The day may not be far distant when 
} marketing men 
| } 


ilder re 


l cannot agree, 


will once again 


sho heavy responsibility 


Sustaining our American economy 
al 
basicall 
today to pass oO! 
generation the knowledge ot 
judgment which will 
go safely forward inte 
uncharted. By giving 1 
derstanding of what 
they do what they 
in their efforts and 
plish much. ‘] 
lease that last 
is the difteren 
ing success and stultifying medioc: 
Ame i toda 
(Jur tut 
those who 


innot afford med 


ocrity and the future 


) 
come atter s, depend or 
skills 
in invention, in production and in 
Ihe skills that produced 
the 


tion lines, the speeding arteries 


the applic ition of our greatest 
distribution. 
the fier, 
produ 


open hearths rolling 
of transportation ust 
iarkets to 
have prod iced. Let 1s 
selling skills 


analysis of 


continue to 


forge the mass 1 consume 
the goods they 


coord our ad 
facts 


leadership into a 


inate ¢ 


vertising arts, our 


our capacity for 
marketing force which will bury fo 
ever the specter of poverty and de 
America, but i 
world 

The End 


pression, not only in 


' 


tomorrow's new 


Coming Soon 


The Creative Selling 
Story of Chessie—the 
Railroad 
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free advertising received from 


timate your ¢ commitment 1] 


time on writing and De 


ooperative 
from week to week; cut 
reading reports. 


AG, 


additional services are iVailal 


eribed in ACB Catalog sent {re 


request, or contact nearest ACB offi 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave 
20 South Third St 


* Chicago (3) 18 5. Michigan Ave 
* Memphis (3) 161 Jefferson Ave 


Columbus 


Sen Francisco (5) 5! firot &. 
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FUTURE SALES RATINGS BOARD 


Sales Will Ride Small Boom 
To New High in ‘57 


BY PETER B. B. ANDREWS * 
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all 
new 


Average weekly e 


Cx eed 


irnings in 
S81, a 


$79.71 a 


manutacturing 


high omparing with year 
ivo 


1); 


at an annual rate of over $295 billion 


1 
onal income is now 
compared with $278 billion a year 
avo 
Even 


ind 


good 


spending are at record 


highs, ivings are running at the high 
ot 
ompared with 
1955 


Sa 


yeal 
all of 


more than $21 billion a 
billion for 


rate 
$17 
msidered 


generally are 


lar a economic necessity goes, too 


high a id miue h should be acco nplished 
ining the 


if them through eftect 


in we public away from 


e selling 


of individuals 
bank 
share 
added to $317 billion 
and stocks, 


three quarters 


iding deposit 


ind loan 


billion 


nore 


avings 
et exceed $435 

which 
of corporate bonds 


, 
tops p~/OU billion 


trillion 
\gainst this 
4 debt oT 
$120 billion 
That 
ro! 
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mortgage and con 
iduals 
leaving over $600 
all re 


1956 oT 


the 

ndir approx! 
nate 
billion compares with 
tail the full year 
ibout $195. billion. 


Working capit il 


| 
SACS 


ot corporations 
$110 
billion 


io. That signines ability to 


it a great new high ovel 


compared with $103 


e new products, technological 


hange i higher plane of business. 


Lechnological change ha brought 


new industries to the fore 


+} 


we a ( 


improving 


in< tabilitvy of the 


( oOnon 
More ( 


pending 


ompanies are basing thei 
planning 
flatten the 


The boom in spending 


on long-range 


helping the economy to 
cle 
tor new plants and equipment is un 
likely to be retarded by ti 


ind government efforts to control in 


business 


ght mone 


Hation. 
Spending for new plant and equip 
a $38 billior 


ment is now running at 


annual rate, compared with $28,700, 
OOO for all of 1955. A further 
is ahead for 1957, as confident busi- 
nessmen prepare to service the fast 


rise 


growing population from modern, eco 
nomically operating plants. 
Population in 1957 will 
the 171 mark 
the equivalent to our national market 
of the people in St. Louis, Baltimore 
and Cleveland, as the 1956 total ap 
proximated 168 million. 
Demand goods is 
creased by changing attitudes toward 
the keen 
rate of technological discovery. Con 


debt 


soa! be 


yond million adding 


tor being in 


personal indebtedness and 
has become respectable 
and it is not out of line with the sharp 
uptrend in national income and gross 
national product. Only a fraction 
by the 
supply, which has 

+} 


more Ne 


ot 


debts has been financed in 


se in money 


risen but little in physical 


produ tion. 


lhe fight against inflation has beet 


thougl 
has 
It is believed, howe er, that 
will be 


pace 
pace 


successful in recent years 


pressure n recent months 
mounted, 
contained 
ot 


helps to 


inflation since 

and de 
labo: 
even though Wages are ink reas 


keen 


and elimination of hous 


id ancin research 


£ 
velopment restrain 


¢ 


ing; moreover, mechanization, 
competition 
g shortages also will tend to keep 
living costs down. 
Foreign militarism assures no let 
which re 


mains enormous while the budget is 


down in federal spending 


being balanced ; moreover, state, mu 


nicipal and local governments are all 
budgeting sharply higher for needed 
projec ts as population soars 

American in 


the board to 
7, with new products 


l'ypical, confident 
is expected by 


195 


genuit 
prevail in 
new styles, superior salesmanship and 
continued brilliant advertising promo 
tion expected to help make it a record 


boon year. 


On the other side of the scale, 


bases for pessimism include: 


Foreign unrest and military 
make 
houldn’t pull in their horns and 
fur 


Ihe great rise in spending ror 


tions businessmen wonder if 
they 


think 


the: 


twice before expanding 


new plant and equipment has been a 


Important tactor in recent pros 


ind cutbacks in these expend 
would affect the 
favorably. 


Inflationar 


econonl 


pressures 


six months have pushed up cost 
living and have entailed tightening ot 


tl} 


money rates by the government to the 
extent that many businessmen find it 
work ny 


diffi ilt to borrow needed 


f | 
runds 
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FUTURE SALES RATINGS... for Jan. 4, 1957 


In the 112 industry table below, the sales prospect rating has just been raised when 
the arrow 7 next to the x points up. The arrow | pointing down means the 
rating has just been decreased. All other ratings are unchanged from the 
previous quarter. 


How to Read the Table: Key to Relative Size Ratings Key to Sales Prospect Ratings 


(By Industry sales volume} (All ratings are relative to the median (***) 
A--$10 Billion and Over which indicates approximately no change in relation 
B—-$7 Billion to $10 Billion to the corresponding period of the preceding year.) 
C—$4 Billion to $7 Billion wkkkk—Best Relative Outlook 

D—§$2 Billion to $4 Billion kkk —Very Good Relative Outlook 

E—$I Billion to $2 Billion kkk —Good (Medium) Relative Outlook 
F—One-Half Billion to $1 Billion xk —Fair Relative Outlook 

G—Under a Half-Billion Dollars * —Least Impressive Relative Outlook 


Relative Sales Sales Relative Sales Sales 
i Prospect Prospect Prospect Prospect 
Rating for Rating for Rating for Rating for 
Ist Or. Next 12 Ist Otr Next 12 
(See Above Mos. (See (See Above Mos. (See 
Key) Above Key) Key) Above Key) 


fet tek kiktkk Luggage 

wenn Keke Lumber & Wood Products 

kkk wkhke Machine Tools 

kkk = tokio Machinery (Agric.) 

annKn KKkKKk Machinery (Ind’l.) 

kkk kkk Materials Handling 

kkk x*kne Meats 

kkk xkakke Medical and Dental Care 

kkk wkkek Metal Containers 

ke ke Metals (Non-Ferrous) . 

kkk ke Motion Pictures 

wkkk kkk Musical Instruments 

wkkkk Kkkke Office Equipment 

kkk kkk Oil Burners 

toto tot tok Oil (Cooking) 

totok ok to tk Oil Equipment 

kkk kkk Packaging & Containers 

Kank kkk Paint 

[wk [tote Paper & Products 

wkkkk kok kk Personal Care 
Photographic Supplies 

kkk wkke Plastics 

va * Plumbing & Heating 

kkk tok tok Printing & Publishing Equip 

kkk tok toto Radios 

wkkkk tok kk Railroad Equipment 

kik tk k hk Railroads 

kkke kkk Refrigerators 

KKK wkke Restaurants & Bars 

kkk kkk Restaurant Equipment 

aKkkkhk tok kkk Rubber Products 

ake kkk Security Financing 

wKkke wkkne Shipbuilding 

wk x**ekeee Shoes 

Kkkke kaki Silk Textiles 

kk kke kk keke Silverware 

kkk kk Soap 

kkhk kkk Soft Drinks 

kkk os . 2 4 Sports & Sporting Goods 

kkk ke Steel & Iron 

kkk kk Sugar 

kk kk Surgical Equipment 

wih hk kkk Synthetic Textiles 

wkkke Kkkke Television 

wkkhk wkkkk Toothpaste & Mouthwashes 

wane kkk Toys & Games 

ahhh wkhkhk Trailers (Auto) 

wkkk kkk Travel & Vacations 
Travel Overseas 

kkk wake Trucks 

kkk kk Utilities 

kkk wk Utilities (Gas) 

tikkik tio Utilities (Telegraph) 

kkk hh Utilities (Telephone) 

kkk wih Vacuum Cleaners 

| oko | ike Washers (Household) 

ake wk Woolens & Worsteds 


anak kkk 
awk 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Atomic Energy 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & Vegs 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing (Men's, Women's 
& Children's} 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles 

Dairy Products 

Department Stores 

Diesel Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleaning 

Education 

Electrical Eq. (Industrial) 

Electrical Eq. (Consumer) 

Exports 

Farming 

Flour 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc. 

Household Products (Misc.) 

Imports 

Instalment Financing 

Insurance 

Jewelry & Watches 

Laundries 

Liquor (Alcoholic) 


Note: Future Sales Ratings are especially copyrighted by SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N.Y 
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ra 
inflation raise the que 
tion if present prosperity j 


j elt that any 


sound ; it 
abrupt end to inflation 
would bring i 


( 


harp rece ion 
srowth j rivate debt 18 
lered excess) with too n 


talment elling i progre 


letdown n ght cau 


on to ft ghten 


the credit ter new Cal 
If new car ale and the 
dip se 
uffer. 


itories remain large and grow 


general 


d-hitting activitie 
( difhicultie f many 
retles tionally 


ire if} 


nacit record-breaking 


harply, maki 


ipacity obsolescent ind un 


iii h com 


‘hb 


‘ 


oO operate with re ultant 


doubtful 


‘pan ling 


| lant 


0 high 


buying power, even though 


proves nm recent month 


below Is ot recent years 


Higher price 


ree” and osth mortgage credit 


remains 


for homes, as well as 


point 


to possible deflation ! home 


i) ilding 


Why Ratings Rose... 


Auto Sales (New : 

Auto Sales (Used): Attractive new 
model cars for 1957, high public pur 
chasing power, record-breaking pro 
mot onal ind 


keenl 


fet 


elling effort in these 
competiti c day point to an 
0 inding year for the 


ndustry 


automotive 
whi h ilso will promote its 
heavily to clear the way for 
of one tar each in 
long tern ratings oft 


irs makes it four 


Banks (Revenue): 


ons planned by the automotive and 


promo 


du able goods Maus i ries indi 
I demand ror bank credit 

rh mone rates have been 

the Federal 


one I ! i; term 


Reser Cc 


Building (Residential): Although no 
bstantial 
19 


increas expected for 


nm view oft tight mortgage 
the government is taking cog 

rance of this industry's troubles and 
has been lengthening the terms of 
obtain 
would 
more government aid Neat 


mortgages ind easing their 
ment Further  difhculties 


bring 


76 


ip one star to three 


Clothing (Men's, Women's & 
Children's): New blends of modern 
miracle” fibers with old established 
ones, Jump in population, strong buy- 
ing base and the heaviest advertising 
ind selling promotion in years call 
advance of one star in near-term 


rating four stars. 


Cotton Textiles, similarly, are e 
pected to reflect heavier promotions in 


g underlying market. Upgrade 


a strong 
buying and product innovations are 
expected to spark sales. Neat term uf 


one, Stal tour stars. 


(Industrial): 


plant and 


Electrical Equipment 
strong uptrend in new 


equipment ( Kpenditures reflecting 


businessmen’s confidence generally in 
the future, as well as advanced new 
modern equipment of keen appeal 
pot to merit of a one star advance 


to top rating ol 


Electrical Equipment (Consumer): 
Modern equipment makes the old ob 
olete, and with product improvements 
have come style progress, packaging 
innovations, ete., such as to give prod 
ucts exceptional appeal even in a pe 
riod of tight credit terms. Near-term 
rating up one star, to tour stars. 

Government Procurement: Foreign 
militarism precludes any federal let 
down; new, huge highway building 
program also is stimulating, while 
higher spending is certain at the lo 
cal, municipal and state levels for 
many needed facilities such as high 
ways, streets, churches, libraries, mu 
nicipal buildings, schools, power sys 
tems sewage systems, recreational 
services, parks, etc. Long-term rise of 
one star makes it five stars. 


Instalment Financing: Attraction of 
modern, progressively styled products 


heavy y 


promotions by the durable 
goods industries and a feeling of con 
fidence by the public about its fu 
ture point to further instalment busi 
ness rise. Near term up one star, to 


five stars; long term up similarly. 


Luggage: Rise of leisure time and 
vacations, increased private and com 
mercial travel, progress in styling and 
materials, and 
airplane 


coloring with new 
heavy trend toward light 
luggage, bring rise of one star in long 


term, to four stars. 


Metals (Non-Ferrous}: With con 
struction headed for new highs in 
1957, and the automotive and ma 


chinery industries generally pointing 
up, all metal deimand is expected to 
rise. Near-term advance of one star 
makes new rating four stars. 


Personal Care: Record-breaking ap- 
propriations for advertising and sell- 
ing of the many goods used in per- 
sonal care, product innovations, at- 
tractive packaging restyling, and the 
steadily rising standards of Ameri- 
can living bring this industry a one 
star rating increase, to five stars for 


the long term. 


Printing & Publishing Equipment: 
New highs in the percentages of lit 
erate people in this country increase 
demand for printed matter; school 
and educational material rising with 
the population; new high projected 
advertising increases the demand for 
printed promotional material. Prod- 
ict improvement also improves de- 
nand outlook for printing equipment. 
Near- and long-term ratings up one 
star each, to five stars. 


Railroads: Gradual increase in sup- 
ply of rolling stock will help rail- 
roads move more goods. Prospective 
increase in construction boom, auto 
and other heavy industries points to 
more business. Near term up one 


star, to tour stars. 


Restaurant Equipment: Promotion- 
al drive by this industry to increase 
consciousness of using old, expen- 
sively operating equipment, many fine 
new products, and exceptionally keen 
competition in the restaurant field in- 
dicate higher sales for this industry. 
Near and long terms up one each, 


to five stars. 


Steel & Iron: Plant capacities are 
at new highs, and with general in- 
dustry expanding heavily, construc 
tion headed for new peaks, and ma- 
chinery and auto manufacture also 
on the rise; an increase of one star 
each is considered justified for near- 


and long-term ratings, to five stars. 


Trailers (Auto) and Trucks: Activity 
in the heavy industries, such as steel 
and iron, mining, construction, road 
building and automobiles stimulate 
truck demand. Long-term rating up 


one Star, to tour stars. 


Size Rating Increases 


The following industries have 
burst their seams in sales growth, 
moving into higher sales ratings: 


Advertising, from B ($7 billion to 
$10 billion) to A ($10 billion and 


over). 


SALES MANAGEMENT 


Building (Heavy) from B ($7 bil 
lion to $10 billion) to A | $10 billion 


and ove! 


Machine Tools from G (under $!/ { ? 
billion to I ($! , billion to $1 bil- N N O U N 3 | N G 
lion 


THE APPOINTMENT 


Plastics from F ($!/ billion to $1 
billion) to E ($1 billion to $2 bil 


lion 


Shoes from D ($2 billion to $4 JAMES H. HUNTER 


billion) to C ($4 billion to $7 bil 


| on 


OF 


Why Ratings Decreased ... Director of Advertising 
‘The arrows pointing down beside 
» individual ratin n the Future * 
.atings tabulation show the in 
s where ratings have been re _ S oO C 
I hese include cigarets laun T H E F A R M E R T K M A N 
burners, plumbing & heat 
| surgical equipment OKLAHOMA OFFICE TEXAS OFFICE 
Explanation for these reductions is 500 N. Broadway 4321 N. Central Expressway 
applic able similarly to each of these Telephone CEntral 2-331) Telephone: LAkeside 1-312) 
industries and is not at all to be con Okichoma City 1. Okle Salles %: Tasos 
sidered destructively significant: they 
have been shaved down because the SEND ALL CORRESPONDENCE, SPACE ORDERS, ADVERTISING 
comparative records of these indus PLATES AND MATERIALS TO THE OKLAHOMA CITY OFFICE 
tries in the preceding year are so high 
as to make it more difficult to attain 


a substantial sales gain ove! them. 


"This is the size we use in the Growing Greensboro Market!" 


All giant peas are equal, only some are more equal 
than others. The same is true of markets, and the 
12-county ABC Greensboro Retail Trading Area is 
even more so. Twenty percent of the entire state's 
retail sales (over $3 billion annually) takes place in 
the Growing Greensboro market 

Saturating the area, the News and Record reaches 
over 400,000 readers daily, with more than 100,000 
circulation 

Need a market can-opener? Use the News-Record 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro 
. News and Record 


ery wre GREENSBORO, NORTH CAROLINA 
Represented by Jann G Kelley, Inc. 


* ©e 
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HIGH SPOT CITIES 


j 


RETAIL SALES TRENDS 
1929-1957 


Actual Dollar Sales ~~ 


Sales Adjusted 


for seasonal and price change 


qwow 40d ¢ 1O SuOKNG 


January: New Year Starts with a Bang 


BY DR. J. M. GOULD © Research Director, 


Sales Management's Survey of Buying Power 


\fter a 


th la t-minute 


omewhat belated but hee 
Christmas shopping 


New 


about im 


pree, retailer are facing the 


Year 


balances in 


with some qualms 


nventories in certain lines, 


but with the assurance that signifi 
cant sales gains will continue to be 
registered over the preceding year. We 
anticipate that the volume of retail 
January will run to $14.6 


sales in 


about five percent 
January of 1956, as compared with 
an average gain of 3.6% through 
out 1956. 


Auto sales should revert 


billion, o1 over 


back to 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel ‘ ‘ 
Furniture & Appliances . 
Lumber, Building, Hardware 
Automotive ; 
Gasoline Service Stations 
Drug & Proprietary 


*Tota! Sales 


11-Month Totals 
1956 1955 
$ Millions 

41,805 39,470 
13,162 12,481 
17,745 17,092 
9,914 9,192 
9,450 8,892 
12,768 12,739 
33,106 35,108 
12,557 «11,308 
5,151 4,643 
172,143 166,216 


*includes data for kinds of businesses not shown in above nine categories. 


November 
1956 1955 
$ Millions 
4,068 3,648 
1,194 1,126 
2,048 1,957 
1,092 988 

981 927 
1,138 1,140 
3,014 3,039 
1,185 1,085 

478 432 

16,836 15,895 


SALES MANAGEMENT 


the role played over a year ago, when 
autos constituted the most dynamic 
component of retailing 
pletely 


role com- 
relinquished during the past 
Currently, however 
increases five or 


a 
ear. despite 


rice of six percent, 
selling the new models is easier than 
On the 
November and December experience 


the 195 


getting deliveries. basis of 
7 models 
of the 
certainly 


the 


dealers now expect 
to the 
they will 
1956, Of 


est will come in the spring, the tra 


ome <¢ lose Success 


models ; do 


better than course real 


litional seasonal peak for auto sales 
the 1956 models 
to experience a seasonal rise last spring 
that cloud the 1956 


It was the failure of 


put sue h a on 
iutomotive 
Aside 
omponent of retailing that lagged in 
1956 
al 
gz | 


dential 


year 


from autos, the only othe1 


building mate 


reflect 


was the lumber 


and hardware category 


erhaps the slowdown 
The 
gainers were gasoline service stations 
1 but 


at 
healthy advances were also scored b 


in resi 


construction. dDigvest 


9 store sales 
ivy store Sale 


ind surprisingly, 


food, and drinking, apparel 


eating 
and appliance 


ire well ahead 


tores and furniture 


sales. ‘he gains her 
of the corresponding price increase 
which averaged about two t 


oO three 


percent during 195¢ 


Readers will note in this issue the 
first significant change in our tabular 
We will 


no longer show indexes based on 1939 


presentations in ten years 


[he indexes were originally designed 
to show the long-term growth of re 
tail sales in the various cities, but 


an 
eighteen-year period ‘ms too long 
to offer useful judgments about secu 


We have replaced 1939 


h 1948 comparisons, since the lat 


lar trends. 
wit 
ter is also a Census benchmark year. 
ing change 


the 


lor Canada, the correspond 
I 
s from the 1941 to 
195] 
Among the states « 


better-than-average 


yea! year 


pe ted o re 


performance 
7, 


port 


for this January ; mp with 


last Ja iaArTyY are 


Arizona I dahe 
California Nevada Vermont 
Florida New Mexico Wisconsin 
(jeorgia Oregon 
‘The leading cities, those with 
City-National Index well above 


age 


ver 


San Diego Ca 
Barbara, Ca 
Lauderdale, | 


Cal. 


Santa 
Fort 


Sacramento, 
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Burlington, Vt. 
San Jose, Cal. 
(akland, Cal. 
Portland, Ore. 
Miami, Fla. 
Galveston, ‘Tex 
Rome, N. Y. 
Appleton Wis. 
Kalamazoo Mich 
Pensacola, Fla. 
Tucson, Ariz. 
New London, Conn 
Orlando, Fla. 
Bartlesville, Okla. 
Ariz. 
Riverside, Cal. 


renton, New 


Phoenix, 


lersey 


Sales 
ment 


Ine 


Management's Research Depart 
the of Market 
, Maintains running charts on the busi 
of 302 of the 


this country 


with aid Statistics 


ness 


ket 


progress leading mat 


of 
data 


Canada 
the 


centers and 


Vonthly 
measuring include bank debits, sales tax 


which are used in 


collections, Department of Commerce sur 
Federal 


Reserve Bank reports on department store 


veys of independent store sales, 


sales. 

rhe estimates presented 
herewith cover the expected dollar 
defined 
Phe 


similar 


retail sales 
figure 
retail activity by the 
of the 
comparable 
ot ! 


retai! 
Survey 


for all 
Bureau 


as 


Census figures are 


directly with annua 
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estimates 


SM’s 


as published i 
of Buying Power 


Three Ire 


first 
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being ( Index 
ties back dire 
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the long 
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the « the 

of 300 
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th 


pict 


ind 
inded 


yprown 


first 
since the 


sine 
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the 
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1948 


United States 


Alabama 
fw Florence Sheff 
T cumbia 
Birminghan 
Gadsder 


w& Mobile 
Monty 


Arizona 
w& Phoenix 
w Tu 


Arkansas 
Fort Smith 


ttle Rock 


California 
Bakerstiel 

w Berkeley , 

* F 


150.0 


itl 


the 


tat 


with 
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109 
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City 
Nat'l 
Index 
1957 
vs 


1956 


yy 


10% 


109 


104.2 


104.1 


104 


and 


ti 


> 


(Millio 


Januar 


] 


Ua) 


“That's right RICHEST 


in the country.” 


The Trend Is to 
STAMFORD 


In the 1948-55 period, Stamford’s 
retail sales outgained by far—the 
other two central citi of this 
metropolitan market rising 
654%! 


To sell the nation richest metro 
politan market, cover it thorough 
l where sales activity is hottest 

the future brightest Schedule 
the Advocate lor 97% un 
matched coverage ol Stamford 


Stamford Advocate 
STAMFORD, CONN. 


Represented by 


The Julius Mathews Special Agency, Inc. 


NOW! the FASTEST growing 
market in Connecticut 


It's 
MIDDLETOWN 


Sales Management desig- 
nated it a METROPOLI- 
TAN COUNTY AREA in 
May !|956. 


the CITY ZONE 
population is now... 


46,340 


No combination of outside 
newspapers comes anywheres 


near equalling the coverage of 


The buying medium In a buying market 
Represented by 


JULIUS MATHEWS Special Agency, Inc. 


The MIDDLETOWN PRESS 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
S.M. Forecast for January, 1957) 
City 
City City Nat'l 
Index Index Index $ 
1957 57 1957 (Million 
vs vs danuary 
194% 956 1956 1957 


California (cont.) 


tw Long Beach 169.5 103.5 
Los Angeles 159.2 ij 
tw Oakland 117.3 110.4 
tw Pasadena 153.5 101.8 21.72 
tw Riverside 204 108.8 9.75 
t Sacramento 199 112.1 35.18 
% San Bernardino 76.6 101.0 13.04 
tw San Diego 193.8 116.5 52.99 
te San Francisco . 130.2 103.4 100.21 
%& San Jose 216 111.3 23.80 
t& Santa Ana 234 102.5 12.12 
tw Santa Barbara 192.2 114.4 8.25 
& Stockton 145.2 104.1 14.24 
Ventura 115.8 93.7 4.90 


Colorado 104.5 5 152.49 
Colorado Springs 98.8 10.68 
w% Denver 105.7 60.47 
Pueblo 102.4 8.35 


Connecticut 162.7 107.7 
w& Bridgeport 25.5 105.7 
& Hartford 148.0 110.4 
*& Middletown 144.4 105.1 
Meriden- 
Wallingford 162.7 103.8 
% New Haven 147.6 108.5 
% New London 165.2 1148 
Norwich 183.5 104.9 
w& Stamford 178.0 105.1 
w Waterbury 149.4 105.8 


Delaware 145.3 101.5 40.71 
Wilmington . 140.6 101.4 19.40 


District of Columbia 


119.4 1008 96.0 
Washington 119.4 1008 96.0 


Florida 226.3 112.3 107.0 
w Fort Lauderdale 327.8 119.7 114.0 

Jacksonville 176.6 1024 97.5 
w Miami 214.2 115.6 110.1 
% Orlando . 263.8 1146 109.1 
tw Pensacola . 209.7 1149 109.4 
w St. Petersburg . 212.0 107.7 102.6 
*& Tampa 229.4 113.1 107.7 


THIS Is Eastern Connecticut 


$201,553,000 
RETAIL SALES 


49,000 families spending over 
$201 Million in retail stores— 
and averaging $4,113 per family 
deserve something better than 
second-rate coverage. 


Distance puts this big, respon 
sive Eastern Connecticut market 
beyond the effective reach of 
other big-city newspapers . . 

insulates it against influence 
from the outside. 


Only the Norwich Bulletin 
penetrates it—gives you first- 
rate coverage of these first-rate 
consumers. Why not get the $201 
Million Norwich (Eastern Con 
necticut) story before you okay 
your next advertising list. 


Norwich Bulletin 


and Norwich Sunday Record 
NORWICH, CONN. 


Bulletin Sunday Record 
23,475 Daily 19,993 


Represented by 
The Julius Mathews Special Agency, Inc. 


Well, the 
Space Buyers 
Did It Again — 


Yes they've made THE 
DAY a firm fifth in Connecticut 
newspaper national advertising 
lineage* and for good 
reason 


New London ranks first in 
average retail sales per family 
among al! Connecticut cities 
of 25.000 or over population 
(SM ‘56 Survey). And only 
THE DAY covers New London 

a nice, big 979% of the ABC 
City Zone 


More Facts? 
Yours for the asking now! 


*MEDIA RECORDS: i2th Conn. 
Market Study 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 


SALES MANAGEMENT 


HIGH SPOT CITIES 
RETAIL SALES FORECAST $ 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
1957) 
City 
City City Nat'l 


M. Forecast for January 


Index Index $ 
4 1957 ( Million ) 
vs January 


1956 1957 


Georgia 
Albany 
Atlanta 
Augusta 10.90 
Columbus f 10.7¢ 
Macon ) 97 10.26 

t& Savannah 19.0 7 2.88 


Hawaii 
® Honoluk 


Idaho 104.2 


w& Boise 60 s «104.1 


CONNECTICUT'S 
BULL’S-EYE MARKET 


Bull’s-Eye 
On $6% Million® 
Apparel Sales! 


Yes! You get sure-shot 


97°, coverage of the 
100,000 Meriden-Wallingford 
market with THE RECORD & 
JOURNAL... only minutely 
approached by Hartford or 
New Haven newspapers, Get 
full market data now, 


"SM ‘56 Survey 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 
National Representatives: 
Gilman, Nicoll & Ruthman 
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RETAIL SALES FORECAST 
(S.M, Forecast for January, 1957) 
City 
City City Nat'l 
Index Index Index 
1957 1957 1957 
vs vs vs 


1948 = 195¢ 1956 


Iinois 144.1 
Bloomington 124.5 
Champaign 

138.7 

130.5 

166.3 

150.2 


155.5 


Urbana 
Chicago 
%& Danville 
Decatur 
w East St. Louis 
Moline-Rock Island 
E. Moline 
Peoria 
*% Rockford 
Springfield 


136.4 
130.5 
158.8 
141.5 


Indiana 103.9 

Evansville 100.4 
w% Fort Wayne 105.7 

Gary 101.6 
105.2 
103.4 
100.2 
South Bend 104.3 
101.6 


Ww Indianapolis 
Lafayette 


Muncie 


Terre Haute 


101.9 
106.3 
105.3 
101.2 
Dubuque 99.9 
Sioux City 97.7 


Waterloo 100.2 


lowa 
ww Cedar Rapids 
% Davenport 


Des Moines 


Kansas 
Hutchinson 
Kansas City 
Topeka 
Wichita 


Kentucky 
Lexington 
Louisville 


Paducah 


Louisiana 162.3 106.1 
Ww Baton Rouge 106.5 
Ww Lake Charles 108.2 
% Monroe-West 
Monroe 
* New 


Shreveport 


106.4 101.3 
107.2) 102.1 
100.8 96.0 


Orleans 


144.4 105.3 100.3 
106.4 103.7 
103.0 96.1 


Maine 
w Bangor 153.8 


Lewiston-Auburn 118.0 


( Million) 


January 
1957 


7.85 
420.13 
7.19 
10.18 
9.89 


11.53 
15.96 
16.09 
13.04 


$33 MILLION 
AUTOMOTIVE 
MARKET 


The Norwalk 
high-income area of 2 
car families—-31,800 of them 
averaging $1,037 per family 
for automotive products 
spending a total of $33,018, 
000 


market is a 
and 8 


Chevvy or Caddy, Chrysler 
or Lincoln, tubeless 
sparkplugs or batteries-——no 
matter what your automotive 
product may be, you'll find a 
responsive market in the Nor 
walk area when you use the 
HOUR . miles ahead of any 
Incoming paper in 
and readership 


The Norwaik Hour 


NORWALK, CONN. 


tires 


coveraye 


96% Coverage of ABC, 
City Zone (60,425) 
37° Coverage of 
The Trading Area 


Represented by 
The Julius Mathews Special Agency, /n« 


Team Up with the 
FIRST TEAM 
To Sell 
Maine's 4th Market 


In Maine's fourth 
ou can expect your strongest dealer 
support in Biddeford-Saco 


largest count 


whose dealers pile up 
the largest single sales con 
centrations in the county 
12% of total retail 
19% of food sales, 57% of 
automotive, 46% of general 
merchandise, 48% of furni 
ture - household - radio, 55 
of apparel sales 


sales 


daily tie 


part illels 


The only 
verage 
it of your 

York Count 
ournal—the 


Biddetord 


Ws) ipet 
the sel 


Numbe 


JOURNAL 


Represented by 
The Julius Mathews Special Agency, Inc 


PORTLAND, MAINE 
FOR BOOMING FOOD SALES IN '57 


$162,304,000 Total Food Sales 


(Outranking 7 States) 


162,700 Quality-Buying Families 


(Outranking 5 States) 


$998 Food Sales Per Family 


(Outranking 44 States) 


The 


for family 


state-size Portland market 


buys more food 


family 
. than all but four of the forty-eight states... 


Quantity and quality make Portland one of the nation’s top 


preferred mass food markets. On top of that, 


it’s one of the 
most easily sold. . 


—\ 


or Portland has been 
the 
test cities. Advertisers 
that if the 
right, the famed selling power 
of the Portland 


will put it across. 


years, 


one of country’s first- 


choice 


know product’s 


newspapers 


Give your brand a big lift in 
by scheduling the single- 


buy Portland newspapers. 


Get king-size results in this 


state-size food market. 


NINE COUNTY SALES AREA 
162,700 Population . . . $640,970,000 Retail Sales 
$120,825,000 Automotive Sales 


PORTLAND, MAINE 
NEWSPAPERS 


PRESS HERALD EVENING EXPRESS 


SUNDAY TELEGRAM 


78,688 DAILY 93,222 SUNDAY 


Represented by The Julius Mathews Special Agency, Inc. 


HIGH SPOT CITIES 
RETAIL SALES FORECAST ¢ 


See the Koen of 


fal seaatin hyd 
and amore = b 
on these _ 


FOR JANUARY, (957 e@ 


RETAIL SALES FORECAST 


S.M. Forecast for January, 1957) 


City 


City 
Index 
1957 

vs. 
1948 


Maine (cont.) 


Portland 


Maryland 
Baltimore 

w®& Cumberland 

w Hagerstown 


127.2 


162.9 
131.6 
125.7 
171.5 


Massachusetts 


Boston 
*% Brockton 
Fall River 
tw Holyoke 
w& Lawrence 
w Lowell 
Lynn 
New Bedford 
& Pittsfield 
® Salem 
wt Springfield 
w& Worcester 


Michigan 
Battle Creek 
%®& Bay City 
Detroit 
Flint 
Graiid Rapids 
Jackson 
% Kalamazoo 
Lansing 
Muskegon 
Pontiac . 
Port Huron 
w& Royal Oak 
Ferndale 


Saginaw 


Minnesota 
Duluth 
Minneapolis 
St. Paul 


Mississippi 
Jackson 
*% Meridian 


151.7 
136.0 
142.1 
120.5 
141.7 
132.2 
139.4 
141.1 
124.6 
144.6 
143.3 
138.8 
139.6 


145.9 
155.6 
155.6 


SALES 


City 
Index 
1957 
vs. 
1956 


102.5 
101.9 


Nat'l 


Index 


1957 
vs 
1956 


97.6 
97.0 


106.4 101.3 
107.1 102.0 


105.6 100.6 


104.8 
107.6 

98.6 
109.2 
111.9 
110.5 
104.0 

99.6 
108.9 
106.9 
106.2 
107.3 


104.4 
3.2 
107.1 


99.8 
102.5 
93.9 
104.0 
106.6 
105.2 
99.0 
94.9 
103.7 
101.8 
101.1 
102.2 


99.4 
3 


102.0 


$ 
Million ) 
January 


1OR7 
sol 


109.32 
11.67 
4.64 


MANAGEMENT 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1957) MEMO FOR [957 SALES 


TAUNTON, MASS. City ADVERTISING PLANNERS 


City City Nat'l 


69,204 Index Index Index 5 ROME Is 
1957 1957 1957 (Million) 


A.B.C. Population 


vs vs. danuary 
$97,853,000 aie eet BOOMING YY 


Income 
Missouri 136.8 360.08 In December Rome was AGAIN New 


York's No. | High-Spot City... for 
Jop! 136.5 5.31 

$70,588,000 oo ale the 8th consecutive month—and was 
Retail Sales Keneas Cny 117.5 64.86 ranked by Sales Management among 
St. Joseph 119.7 7.28 the nation's ten busiest sales centers 

St. Louis 130.3 93.85 ... for the fourth straight month 
Onlv one newspaper brings ee Springfield 148.3 9.46 Rome s terrific performance is based 
on high wages in broadly diversified 
this tempting target squarely industries... a $35 million Air Force 
, , base payroll...and the third highest 
into your sales sights the Montana 105.7 farm income of the state's 62 counties, 
faunton Gazette. Without it Gittings 102.0 / No ~ city al N. Y. state can 
*& Butte 112.8 mate omes sales pace—just one 
vou’re just nicking the edges. a 102.9 of many reasons why Rome should be 
- asia on your 1957 lists. The Rome Sentinel 
‘ alone covers this $192,500,000 income 
Make sure you re really sell- market. Proof? Your A.B.C. figures 


ing Taunton in °57. Schedule Nebraska 


Lincoln : ROME 


DAILY SENTINEL 
Taunton Gazette Nevada 108.6 ABC 17,303 


Established 1884 %& Reno 108.5 ROME, N. Y. 
TAUNTON, MASS Call, wire or write 
W. S. DeHimer, Adv. Dir., 
Represented by New Hampshire for : complete merchandising and 
The Julius Mathews Special Agency, /nc 151.6 101.0 marketing services to supplement 
cine 1448 on4 your campaign. 


® Nashua 154.0 104.5 


the Gazette. 


' 
It's the New Jersey 1571 1036 513.69 You'll keep coming 


Atlantic City 124.5 104.5 10.86 
INSIDE STORY Camden 138.4 1016 9% 14.28 back for more 
Elizabeth 137.7 103.6 12.27 
That Counts Jersey City POST advertisers are a 
Hoboken 121.6 24.96 
Newark 118.9 50.84 
& Passaic-Clifton 154.2 15.20 


cen- 


Markets are like pocketbooks. It cent, catleted grep 
isn’t the size that counts: it’s — 
the kind of money that’s inside You'll know why once you give 
WwW Paterson 134.8 18.20 the POST a trial. 


Your stake in a market no 
* Trenton 175.5 21.55 


matter how large or small 
is only as good as its person-for POST readers have money to 
person ability to buy your prod 

uct—and your coverage of those New Mexico 1465 1096 
consumers. i ieee 290.7 10958 
In the Little Falls food market Pa 

’ , 

for example, 30,000 people con the POST prints . . . advertising 
sume an average of $287 food included 

products—14% more than the New York 103.8 3 1492.44 
average U.S. consumer. Albany 102.3 97.4 18.15 


How many big cities can mate} Binghamton HE F.0 10.83 
that average across this entire & Buffalo 107.1 102.0 67.19 
market ... from City Hall to Elmira 1024 975 6.54 
the edge of the trading area 

and top it off with 77% cover 
age of the entire market by on ship 103.7 9% 75.45 
newspaper? Jamestown 99 5.26 


Little Falls should be on your New York 103 133.42 
"D7 advertising lists Niagara Falls 102 10.58 


spend and are willing to spend it, 


POST readers believe in what 


Not just sales... but profitable 
sales . is the reward of adver 
tising in the POST. 


Hempstes 4 
empstesd Town Over 17,000 circulation 


! 
=~ Saris BURY EVENING Post a 


Poughkeepsie 102 97 7.63 SALISBURY Sunpay Posra 


Little Falls Times Rochester 029 980 48.17 [Sara amaireaie ae 


tw Rome 115.4 4.52 Published in the Tri-Cities 
LITTLE FALLS N. ‘3 WwW Schenectady 105.7 1% Salisbury—Spencer—-East Spencer 


Post Office 
WwW Syracuse 106.5 29.13 


Represented by Trap 101.3 1.95 SALISBURY, NORTH CAROLINA 


The Julius Mathews Special Agency, Inc 


w® Utica 105.0 11.22 


JANUARY 4, 1957 


This Is Buying HIGH SPOT CITIES 


s "> 


RETAIL SALES FORECAST sj 


See the Survey of 
POWER in er 
full population, sales 


and income data 
on these cities. 


Elyria, Ohio has only 19.7% of its families FOR JANUARY, (957 


he o ncome brackets (below 


4,000). 81.3 re high income families 

$4,000). 8 are ‘high income families RETAIL SALES FORECAST 
of consumer spending units in S.M. Forecast for January, 1957) 

the $4,000-$7,000 group is 37% above City 


nationa average in the $7,000 $10 000 City City Nat'l. 
Index Index Index $ 


group 29 above nveragé 
1957 1957 1957 (Million) 


vs vs vs January 
These h 3h 

1948 1956 1956 1957 
families 


Smart manufacturers are opening the 
door to bigger sales by covering stra- 


halal ites North Carolina | —_ tegically important Bethlehem from 
5 J 


isistently 


within. How? By investing in more 
, space in the vital Globe Times than 
95.6 


Ss | T | Charlotte 162.4 
. , ever before because it’s the onl 
ronic @ e egram tw Durham 133.3 101.7 7 
paper that covers Bethlehem (outside 
“ow 7 ‘ 7 ” or shore 160 19.8 . , 
The Family Newspaper Greenshere sci papers don’t even reach % of the 


tw High Point - : a marked ), la the Giche Times on your 
ELYRIA OHIO oe tans i a schedule? 
Salisbury 161.9 7.7 3 
» | Wilmington 169.6 97.4 ».8 [ 
21862 Circulation — ° e et enem 
DOUBLE the Number of City Families & [ ob e- (Us imes 


Represented by North Dakota 
114.5 


The Julius Mathew Special Agency, Inc 7 . Represented nationally by Callagher-Del isser, Ine. 
arga 9 


Asheville 142.2 99.7 


Rolland L. Adams, Publisher 


Sell The Mirror Ohio 20.42 
w® Akron ¢ 35.01 


Readers in . . . Canton 33 | > 14.90 


ALTOONA Re 2 OO Eee Penetration 


“TEST TOWN" tia 63 Ls to Of Readership 


Pennsylvania Hamilton 


Lima é 
; and you've sold this en Lorain 05.2 5.46 ® People in this 100,000-plus 
tire thriving market with a Mansfield 18 7.97 oak Whe by’ The CALL. 


early retail sales volume ex Middletown 2 — ; 
eet: $1 29,000,000. asia can” ehh It's the only local daily in this 
Advertising in the Altoona Springfield - populous area ... gets into 
Mirror is read daily in 98°, of Steubenville 6 7 2.7 7 98°, of homes day after 
all Altoona homes, and 95.4°/ Toledo 5 3 | 

of the homes in the Altoona Warren 
(ABC) City Zone Youngstown 


day. Take advantage of 
CALL reader influence to 
Sesmniiie ar . give an added boost to your 
ALTOONA'S ONLY sales here now. 
EVENING NEWSPAPER 
RICHARD E. BEELER Oklahoma 5.7 100.7 61.21 WOONSOCKET 
Advertising Manager w Bartlesville $1.3 45 1090 ; 


& Muskogee ) $ 106.0 


Oklahoma City . 1536 1046 996 32.80 CALL 
® Tulsa 78.4 5.2 100.2 
ae Representatives: Gilman, Nicoll & Ruthman 


Affiliated: WWON, WWON-F™ 


Mirror. — oS ie a ae COVERS RHODE ISLAND'S 


w Portland 56.7 3 110.8 poe PLUS + MARKET 


& Salem 5.6 100.8 


SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST ¢ 


See the Survey of 

Buying Power for 

full population, sales 

and income data 

on these cities, 
FOR JANUARY, 1957 

RETAIL SALES FORECAST 

1957) 
City 
Nat'l 
Index 


1957 


S.M. Forecast for January, 


City City 
Index 


1957 


Index 
1957 
vs vs vs 


1948 1956 1956 


Pennsylvania 
139.8 


*& Allentown 
% Altoona 
Bethlehem 
Chester 
Erie 
®& Harrisburg 
% Hazleton 
% Johnstown 
w& Lancaster 
% Norristown 
® Oil City 
Philadelphia 
& Pittsburgh 


100.8 
101.3 
101.4 
101.3 
102.2 
101.2 
99.0 
104.0 
Reading 95 
& Scranton 
Wilkes-Barre 


103.0 
97.0 

Williamsport 

York 


Rhode Island 


Providence 
Woonsocket 


Newport 


South Carolina 
150 


Charleston 135.2 

Columbia 163.7 
w® Greenville 147 

Spartanburg 120 


South Dakota 
113 
Aberdeen 118 
Falls 112.7 


Sioux 


t& Rapid City 178 


Tennessee 144. 
Chattanooga 
Knoxville 

w%& Memphis 


Nashville 


Texas 

w& Abilene 
Amarillo 

te Austin 

% Beaumont 55.8 109.3 
Corpus Christi 2 103.5 
Dallas 5 101 

*w El 

% Fort 


Paso j 102.7 103.5 


Worth 109.2 104.0 


JANUARY 4 1957 


$ 
(Million) 
January 
1957 


924.94 
15.48 
7.48 
6.98 
9.13 
17.68 
14.42 
9.01 
9.35 
4.97 
55 
218.04 
102.60 
15.72 
11.78 
10.04 
5.38 


£.58 


128.35 
8.88 
13.46 
10.20 
6.11 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1957) 
City 
Nat'l 
Index $ 
1957 (Million) 
January 
1957 


City City 
Index Index 
1957 1957 
vs. vs. vs 

1948 1956 1956 


110.0 
105.2 
98.3 


w Galveston 

w& Houston 
Laredo 
Lubbock 
Port Arthur 
San Angelo 
San Antonio 


99.8 
96.1 
94.9 


Texarkana 
Tyler 

Waco 

Wichita Falls 


Utah 57.5 
w% Ogden 133.1 


Ww Salt Lake City 1680 


Vermont 
% Burlington 
Rutland 


Virginia 
Danville 
Lynchburg 
Newport News 

Norfolk 

Portsmouth 

Richmond 


w® Roanoke 


Washington 146: 
1444 
Everett 162.3 
145.5 
140.3 
147.3 
132.5 


Bellingham 


Seattle 
Spokane 
Tacoma 


Yakima 


West Virginia 

123.4 
119.4 
119.8 
114.7 


Charlestor 
Huntington 


Wheeling 


Wisconsin 145.0 
144.0 
1644.1 
143.4 


Beloit-Janesville 
® Appleton 
w® Green Bay 

Ker osha 
w& La Crosse 

Madison 

Milwaukee 

Oshkost 

Racine 
w& Sheboyga 
& Superior 


Wyoming 
w Casper 


Cheyenne 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1957) 
City 
City City Nat'l 
Index 


1957 


Index 
1957 
vs 


1951 


CANADA 


Alberta 
w® Calgary 
% Edmonton 


British Columbia 


& Vancouver 136.9 


Victoria 149.5 


Manitoba 


Winnipeg 


New Brunswick 
Saint John 93.1 


Nova Scotia 
Halifax 


Ontario 


Hamilton 105.6 


London 100.0 
Ottawa 105.0 
*% Toronto 106.6 101.5 


Windsor 96.4 90.1 


Quebec 


*® Montreal 108.1 


101.4 


101.0 


Quebec 94.8 


Saskatchewan 
w& Regina 144.0 


NEWPORT 


RHODE ISLAND'S 
RICHEST MARKET 


Newport's sales have grown 49.2 since 
1948 now total $63,476,000. A big tar 
get, but still only 54 of the 
effective buying 
share of this $63 
the market's huge 
you need the 
Newport is isolated 


county * 
income lo get your 
million pie and tap 
reser c 


daily 


State 6 


buying power 
market's 
from the 


only 


metropolitan area can be sold only 


from the inside. 


The Newport Daily News 


Newport County's Only Daily 


Largest Circulation 
in Southern Rhode Island 


Represented by 
The Julius Mathews Spe cial Agency 


MARKETING AND MERCHANOISING SALES GAINS AND LOSSES 


MANAGER 
$20-$25,000 Current operating statements show changes in net sales volume (millions of 


Our client (employes 4,000) is seeking dollars) for representative corporations over the similar year-ago. 
aman to head this division who has 
had extensive experience in Mar 
keting and Merchandising (Industrial 
Products) on a nationwide basis. 10 . y 
12 years market experience—age 35 Of 106 companies listed, 31 showed gains in volume of from 10% to 117% for 
«) preferred. Will report directly F 
the President. Will be charged with periods designated. The 117% gain was chalked up by U.S. Hoffman Machinery 
letermining the market potential for 4 
rent and new products, Will as for nine months. Next highest with 89% for nine months was Revion, and in 
sist in developing the sales methods i ; 
to capitalize on the available market third place with 54%, Trane Co. Among firms showing from 25%-50% gains: 
"lat i territories —sales training 
t promotion. Responsible 
ig results of these market 
1S and suggesting corrective 
when necessary. Profit sharing 
bonus. Will step up into top position 
in 2-4 year Give us an outline of 
your qualifications in complete con 
fidence 


Thew Shovel, United Carbon, Square D, Outboard Marine, American Brake Shoe, 
Hertz, Mack Trucks. Among those in the 10%-25% bracket: Ceco Steel Prod 
ucts, Hewitt-Robins, Kimberly-Clark, P. R. Mallory. 


Write, Wire or Call Company Period 1956 Company Period 1956 
R. A. COOK American Brake Shoe Co. 9mo. $ 138.4 } Kimberly-Clark Corp. 6 mo. 139.5 


Amer C C 9 595.3 Kropp Forge Co. lyr. f 17.3 
DRAKE PERSONNEL, INC. ihe te: : 


Lorillard (P.) Co. 9 mo 150.6 


220 S. State St., Chicago 4, Iii American Hair & Felt Co. 9 mo 6.3 Lowenstein(M)&Sons,Inc. 9 mo. 330.3 


HArrison 7-8600 American Hospital Supply 9 mo 38.1 
Amer. Machine & Foundry 9 mo 127.5 ’ Mack Trucks, Inc. 9 mo. 190.4 
Amer. Machine & Metals 9mo 28.6 f Macmillan Petroleum Corp. 9 mo. 10.3 
American Metal Products 9 mo 47.6 Magic Chef, Inc. 9 mo. 14.9 
American News Co 9 mo 124.8 f Mallory (P.R.) & Co., Ine. 9 mo. 54.9 
American Optical Co 40 wks 58.1 Maytag Co 9 mo 85.2 
American Radiator & McCall Corp 9 mo 46.1 
Are You This Standard SanitaryCorp. 9 mo 301.6 

Amer. Smelting & Refining 9 mo. 445.1 


National Can Corp. 3 mo. 31.0 
National Cash Register Co. 9 mo. 236.9 


. 
traffic appliance Babbitt (B.T.) 9 mo 13.5 4 Nat'l. Dairy Products Corp. 9mo. 1,005.1 


Baldwin-Hill Co 6 mo 49 5 New Jersey Zine Co 9 mo 13.8 
merchandiser Baldwin-Lima-Hamilton 9 mo 147.7 Newport Industries, Inc. 9 mo. 16.5 
Barcalo Mfg. Co 1 yr. f 6.5 5 Nopco Chemical Co. 9 mo. 19.8 
Who Wants To Move Up? Bausch & Lomb OpticaiCo. 9 mo 36.9 2 Norris-Thermador Corp. lyr. f 46.1 


Capital Airlines 3 mo 16.3 Outboard Marine Corp lyr. f 122.0 
Capital City Products Co. 1 yr. f 16.3 Owens-Corning 

Ceco Steel Products Corp. 9 mo 52.7 Fiberglas Corp 9 mo 127.9 
Celanese Corp. of America 9 mo 136.9 32 Owens-Illinois Glass Co. lyr. f 380.1 


We're looking for a man with suc 
cessful traffic appliance merchan 
dising experience to take over as 
Traffic Appliance Merchandising 
Manager with an old, established Central Soya Co lyr. f 166.6 Penobscot Chem. Fibre Co. 6 mo. 10.0 
leader in the industry. Retail and 


Davega Stores Corp 6 mo 12.7 Pepsi-Cola Gen 
wholesale experience desirable 


Dan River Mills, Inc 39 wks 79.2 Bottlers, Inc 9 mo 10.7 
Diana Stores Corp 3 mo 8.7 Perfex Corp 9 mo. 6.3 
43.1 Perkin-Elmer Corp lyr. f 8.2 
14.5 Pitney-Bowes, Inc 9 mo 31.5 


Salary open. If you aren't mov 
ing ahead as fast as you deserve, 
here is your opportunity to estab Dixie Cup Co 9 mo 
lish yourself in a permanent, key Doughboy Industries, Inc. 1 yr. f 
executive position. Write fully Douglas Oil Co. of Calif 6 mo 14.4 Revion, Inc 9 mo 61.3 
and in confidence prior to per Dover Corp 9 mo 21.9 Reynolds Metals Co Son 304.1 
Eastern Industries, ine lyr. f 10.0 Reynolds(R.J.)TobaccoCo. 9 mo. 704.4 
Eastern Stainless Steel 9 mo 5.9 4 Rheem Manufacturing Co. 9 mo 126.4 
Richfield Oil Corp 9 mo 187.4 
Riegel Textile Corp. lyr. f 94.6 
Robertshaw-FultonControls 9 mo. 53.4 


sonal interview. Box 3329 


Fanstee!MetallurgicalCorp. 9 mo 23.9 
Farmer Bros. Co 6 mo 11.2 
Fawick Corp 9 mo 3.6 
Fedders-Quigan Corp 1 yr. f 65.1 Sonotone Corp 9 mo. 13.7 14.0 
Federal Glass Co 3 mo 2.9 Speer Carbon Co 9 mo. 14.6 12.4 


Attention! Federal Paper Board Co. 36 wks 39.3 Speigel, Inc 9 mo 81.9 74.3 
Square D Co 9 mo. 75.5 54.8 
MAGAZINE PUBLISHERS General Time Corp 40 wks 35.3 , 


Standard Coil ProductsCo. 3 mo. 15.3 13.8 
Genuine Parts Co 9 mo 31.5 


ff il f litl lu 
We offer you full facilities plus Giant Portland Cement Co 1 yr. f 11.7 Thew Shovel Co 9 mo 35.6 23.9 


centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- Hagan Corp 9 mo 16.0 

fed multi-color letterpress, off 10.5 United Aircraft Corp 9 mo. 666.0 511.0 


Harbor Plywood Corp 6 mo 

set or veb-fed offset. Ample pa- ‘ United Aircraft Products 9 mo. 4.7 4.0 
Hertz Corp 7 mo 42.6 

per supplies available. 


Gimbel Brothers, Inc 9 mo 239.4 ’ Trane Co 9 mo 55.0 35.6 
Truax-Traer Coal Co 6 mo. 22.4 19.8 


Hewitt-Robins, Inc 9 mo 38.9 United Carbon Co 9 mo 449 33.2 


For detailed information, write 18.2 ; U.S. Hoffman Machinery 9 mo. 68.3 31.3 


Heyden Chemical Corp. 9 mo 
M. F,. A, Publishing Department Wet Shoppes, Inc oe lM White Motor Co 9m. 1574 1296 

204 South 7th, Columbia, Missour! Jack & Heintz, Inc 9 mo 17.2 ‘ White Stores, Inc 9 mo. 23.6 21.3 
Jefferson Electric Co 9 mo 13.8 2 Woodall industries, Inc. lyr. f 27.0 29.8 


SALES MANAGEMENT 


Advertising Checking Bureau, Inc. 
Agency: Harris and Bond, Inc, 


Aero Mayflower Transit Company ... 
Agency: Caldwell, Larkin & Sidener- 
Yan Riper, Inc 


Akron Beacon Journal d 
Agency: McDaniel, Fisher r Speiman Company 


Altoona Mirror .... ccveseseee @& 


American Credit Indemnity Company .... 71 
Agency: Vansant, Dugdale & Company, Inc 


American Telephone & Velograg® Company 
(Longlines) 
Agency: N. W. Ayer & Son 


Associated Purchasing Publications 
Agency: Baisch Advertising Agency 


Battle Creek Enquirer & News 
Agency: Denman & Baker, Inc 


Batten, Barton, Durstine & Osborn, Inc. . 


Bethlehem Globe-Times .. 
Agency: Harvey B Nelson Adverti sing 


Better Selling Bureau .. os 
Agency: Allen, Dorsey & Hatfield, Inc 


Biddeford Journal 


Burgoyne Grocery & Drug Index 
Agency: Guenther, Brown & Berne Calkin & 
Withenbury, inc 


Busch Film & Equipment : pees 58 
Agency: Parker Advertising, In 


Chilton Publications ..... ‘ 50-51 

Agency: Gray & Rogers 
Chicago Tribune 4th Cover 
Agency: Foote, Cone & Belding 


Consulting Engineer 53 
Agency: Paxson Advertising 


Dell Publishing Company 
Agency: Robert W. Orr & Associates. 


Detroit Free Press . 
Agency: Powell-Gayek Advertising 


ird Cover 


F. W. Dodge Corporoticr 


Elbe File & Binder Company, Inc 
Agency: Kenneth L. Nathanson Associates 


Elks Magazine .. , 
Agency: The Mc Carty Company Inc 


Elyria Chronicle-Telegram 


Farmer Stockmon 
Agency: Lowe Runkle Company 


G. O. Fossler & Associates 
Agency: Schnell & Associates 


General Outdoor Advertising, Inc 2nd Cover 


Agency: McCann-Erickson, Inc 


Goodyear Tire & Rubber Company, Inc 
Agency: Kudner Agency, Inc 


Greensboro News Record 
Agency: Henry J. Kaufman & Associates 


Hile-Damroth, Inc. 
The Schuyler Hopper Company 


Industrial Equipment News 
Agency: Tracy, Kent & Company, In 


Kansas City Stor . 


JANUARY 4, 1957 


ADVERTISERS’ INDEX 


Kanses Farmer . 
Agency: Potts-Woodbury, 


Little Falls Times .... 


McCall's Magazine 
Agency: Donahue & Coe, 


Market Statistics 
Marsteller, Rickard, Gebhardt & Reed, inc 


Meriden Record Journal ... , 
Agency: Gordon Schonfarber & Associates 


Giles Moraga 


ADVERTISING SALES 


DIRECTOR OF SALES 
John W. Hartman 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Sales Director 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 


Patricia Simon 


DIVISION SALES 
MANAGERS 


New York—Randy Brown, Jr., East 
ern Sales Manager; W. E. Dunsby 
Wm. McClenaghan, Charles J. Still 
man, Jr., John C. Jones, Elliot Hague, 
Howard Terry, 386 Fourth Ave., New 
York 16, N. Y. LExington 2-1760 


Chicago—C. E. Lovejoy Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager 
Thomas S. Turner, John Ww. Pearce 
333 N. Michigan Ave., Chicago | 
Ill., STate 2-1266; Office Mgr., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen 
ter, 15 East de la Guerra, Santa Bar 
bara, Calif... WOodland 2-3612. 


Middletown Press 


Midwest Farm Paper Unit 
Agency: Olmsted & Foley 


Minneapolis Star & Tribune ... 
Agency: Batten, Barton Durstine & Osborn 
nc 


Missourl Former 
Agency: Brown Adverti ising Agenc y 


William Morris Agency .. 
Agency: Cole, Fischer & Rogow Inc 


NBC Radio Network 
Agency: Grey Advertising Agency 


National Folding Box . 
Agency: Smith, Hagel & Knudsen, |r 


Nation's Business ... 
Agency: Gray & Rogers 


New London Day 
Agency: Gordon Schonfarber & Associates 


Newport News 


New York Journal-American 
Agency: Bozell & Jacobs, Inc 


New York News 
Agency: L, E. Me Givena & Company, ta 


Norristown Times-Herald 
Agency: St. George & Keyes, in 


Norwalk Hour 
Norwich Bulletin 


Pittsburgh Post-Gazette 
Agency: Dubin & Feldman inc 


Portiand Press-Herald Express 


Railway Express 
Agency: Benton & Bowles, Inc 


Reynolds Metals Company 
Agency: Buchanan & Company 


Rome Sentine! 


Sales Meetings Equipment, inc 
Agency: Craft Advertising 


Salisbury Post 


Sales Tools, inc 
Agency: Geo. F. Koehnke Advertising 


Steves Mechanical nye Company 
Agency: Posner-Zabin Advertising 


Southwestern Publishing Company 
Agency: Doyle & McKenna Advertising 
Agency 


Sperry & Hutchinson Company 
Agency: Sullivan, Stauffer, Colwell & 
Bentae In 


Stamford Advocate 


Successful Farmin : 
Agency: L. E. McGivena & Company 


Tounton Gazette 
4. Walter Thompson Compony 


Tourist Court Journal 
Agency: Hal Stebbins, Inc 


WNCT-TY (Greenville, N. C.) 
Agency: J Howard Advertising Aqeacy 
Inc 


Webster Electric Compeny 
Agency: Franklin Advertising, Inc 


Woman's Do 
Agency: Paris & Peart 


Woonsocket Call 
Aq qa Gordon Schonfarber & Assoctates 


Young & Rubicom, Inc 


who lives high on the expense-ac- 

ount, uses and destroys women, sub- 

sists on a strict diet of Martinis and 

THE SC RATCH PAD tranquilizing pills, develops ulcers, 

goes to a psychoanalyst, finds his “true 

By T. Harry Thompson self,” gives up the rat-race, retires to 

a New England village to write the 

lefinitive novel about Madison Ave- 

nue. Further along, he says the ad- 

vertising business can’t possibly be as 

wacky as portrayed. But it does have 
its moments, Saul. 
© 


Why Lime l a must lor parono 

masiacs ‘Tea ind Sympathy : - 

Ml GM : “ae ' ape Vention “Cleveland” and most of 

i ' aS a play, aS |}USLt a Galli . . , 

; is think of Cleveland, Ohio. Grit 

says there are 14 other Clevelands! 
* 


good matinee drama, and the tremen 
xcitement it generated in au 
T ' ‘ . | one 
yas mostly Freudylen We've said before that advertisers 
often bury better headlines than those 
they use. For example: “Man struts 
Wall reet”’ and “Broad again . . . in Manhattan Elegance- 
Manual for : way, Madison Avenue” has becon International.” Buried in text: ‘Take 
i symbol, and Saul Pett says that, by your male ego out of mothballs.”’ 
ilmost common agreement among Ad 
novelists, the Madison Avenue man Parting thought by Carl Schurz: 
it Tohs ; a hollow shell surrounded by fear Ideals are like stars. You will not 
reograph o slavishly devoted to uniformity he succeed in touching them with your 
Living in vears a uniform and talks a special hands. But, like the seafaring man 
esoteric lingo understood only by othe on the desert of waters, you choose 
tribesmen them as your guides, and, following 
his fictional state, he is ; them, you reach your destiny.” 


Oo, I ici ome head 


tober you could tele 


reat Britain 
® tonne oom The Forward Look (with a curtsy to Chrysler) 


mts > ths ; 
- vithout the A calendar, this department once observed, is something 
ree minute 
that goes in one yea! and out the other 
leral tax \ 


However, a new year is traditionally a time for trotting 


; 


out the magi carpet and making like a flying sorcerer. 


knows Custom favors predictions on the bright side, no matter 


what the previous year has been like. But custom aside, 


burt there is solid ground for picturing a good year ahead. 
DUT ) 


rdanite 


chottage Custom further favors closing ranks after a bitter na- 
tional election. The country has never quite slid into the 
tbyss predicted by campaigners, no matter who was put 
nto the driver's seat. So let’s not reter to politic again in 
this brief look into our crystal ball 


er knows when or where disaster will strike, 
than the skippers ol the Stockh lm and the 


iknew. It's just as well 


inforescen, Our national economy will stay 
the plinth supporting the Statue of Liberty 


pots here and there which may need shoring up, 


general, there is much to be optimistic about 


Our po} ulation grows pact The more people we have 
raintully em} loyed, the more markets there are for every 
manner of goods and servic Plant-expansion continues 


on a Stagyering scak 
? 


All of us can look forward to 1957 with the brightest of 


and cpectations Happy New Year! 


SALES MANAGEMENT 


@ Always first in the day— 
now FIRST in circulation, too! 


Detroit’s brightest and sprightliest paper 


has more readers than any other Michigan newspaper! 


(It’s growing faster, too.) 


— you see the friendly L)3 ree Dress everywhere ! 
*FIRST IN CIRCULATION— 456,768 


Dady circulation, Publisher's Statement 9-30-56, as filed with the Audit Bureau of Circulations 


Represented by Story, Brooks and Finley, Hal Winter Company, & Kent Hanson Associates 


What changed the 


commuter’s schedule in Chicago? 


No morning snafu could stay Eimer Egbert from 
the swift completion of his regular commuter’s 


ba | hedule. 


One eye open at 7:35, coffee at 7:50, on the train 
it 8:04, face behind newspaper at 8:05. 


One morning while Elmer was bouncing over the 
rails, he read about a guy named Joe and some facts 
he’d turned up on bakery products in Chicago. Now 
Klmer worked on the Lottacrust Bread account at 
Peter, Peter, Plompkin & Eater (Specialists in 


Plain & Fancy Advertising). So he decided to see if 


this Joe, toast of the Chicago Tribune advertising 
department had similar facts on bread. 


‘Say, Joe,”” phoned Elmer, “‘what do your sta- 
tistical Sherlocks know about bread-eaters in 


>»? 


Chicago’ 


=— \\ ip i ‘ ’ 
. Via ch *“I’ll see,’’ replied Joe as he 


_2& raced over to the Tribune Re- 


a search Lab. And here’s what 
__)) the slide rule sleuths turned up: 
Over several years Lottacrust had filled approxi- 
mately 5% of Chicago’s bread basket. This com- 
paratively small share of market came from a 


( 


consistently large group (25% ) of bread purchasers. 
Evidently many people bought Lottacrust only 
when other brands weren’t available. Few pur- 


chasers stuck to it through thick (slice) and thin. 


Large sized, middle-income, middle-aged, native 


Chicago Tri 


white families eat the most white bread in Chicago 

also the most Lottacrust. But Lottacrust fell far 
behind in purchases made by families with teen-age 
children. The company did over 60% of its business 
with the 37.6% of the bread market who had chil- 
dren under 11. But only 16.8% of its volume came 
from the 33.9% of the market with children in the 
rock n’ roll set (11-17). 


“Well, well,’’ elu- 
cidated Elmer, 
*‘Lottacrust has been 
putting its dough into kiddy shows on daytime TV. 
These programs are O.K. as far as they go, but 
apparently they don’t go far enough with bread- 


eaters.”’ 


It was obvious to Elmer that Lottacrust needed 
a major advertising effort in Chicago. And probably 
the best place to begin was in the medium that 
covered the big sandwich-eating, teen-age set — plus 
their ever-loving, lunch-packing, bread-buying ma- 
mas. (Name on request from Joe.) 


Now bread may not be your bread and butter, 
but this story has a moral for you, too. If you want 
the red-hot lowdown on the Chicago market, give 
Joe a buzz. 


Nobody knows Chicago like the Tribune. Noth- 
ing sells Chicago like the Tribune. And Joe’s the 
one who can tell you. 


bune 


THE WORLD'S GREATEST NEWSPAPER ~ 
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